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"2000 guineas tells the world, 


About this splendid brand!" 

The client looked as pleased as Punch 
And shook the agent’s hand. j 

The agent, struck by this, exclaimed, 
"I think I understand! 


ee ee ii a 
our product shown as you would wish a Me iy agi) “Le Ot ge 
Is destined to be seen ys papi eae jon 
In Wiltshire, Wick and Woburn Square 2 Yeah ee: Rie 2 no > ; +a 

—And places in between. 2 ie age inti Dek a 
By every age, and either sex Bo 
In a CERTAIN MAGAZINE!" * 


JOHN L. VERRINDER, ADVERTISEMENT MANAGER, “PUNCH 10, BOUVERIE STREET, E.C.4. FLE 9161 
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Take trouble 
with good 


writing 


Sir,—For years I have been 
campaigning against sloppy, care- 
less, vulgar writing in journalism 
and advertising. Where it is just 
as simple to write good English 
as bad, why prefer or choose the 
bad? 

I have attacked advertising 
copy from time to time and now 
Hedleys earn my disapproval 
with this copy for Gleem. The 
introductory lead-in says: “If 
you can brush after meals that’s 
best, if not, here’s . . 

Whoever penned that phrase 
either does not know the worth of 
punctuation or does not recognise 


its necessity. What are “meals 
THIS WEEK 

Photograph of the Month—page 34 
NEXT WEEK 


Advertising Association Conference 
Welcome Number. 


that’s best’? Is this what the 
copywriter tended to convey? 
And, if not, why hasn’t he gone 
to the trouble to make his mean- 
ing clear? Obviously some sort 
of a break is wanted after the 
word “meals”: a dash would 
suffice. It would help, too, if 
the word “that’s” were empha- 
sised or italicised. Another break 
is needed after “best.” To me 
the voice drops so fully after 
“best” that I would be inclined 
to use a full point. But what- 
ever one does with grammatical 
alterations, the phrase still re- 
mains an atrocity. It needs 
scrubbing (like the teeth!). 

In the body copy we get: 
“Brushing with Gleem before 
breakfast stops unpleasant mouth 
odours. Keeps the whole mouth 


ee = & COMPANY 


To The Editor... 


fresh, clean, healthy. 
start to every day.” 

The last phrase is a headline, 
not a sentence. It has no verb. 
What is the verb? Is it “stops” 
or “keeps”? Start the sentence 
with “makes” or even “is” and 
the staccato sentences fall into 
line with a succession of explo- 


The perfect 


sive verbs—‘stops,” “keeps,” 
“makes”—that add point and 
power to the whole. Leave it as 


printed and the entire effect is 
ruined by a floating phrase. 
Not important? Why, when 
so much trouble is taken to get 
a serif on a letter right, should 
not the same care and trouble be 
taken with every word, every 
phrase, every sentence? Perfec- 
tion is worth striving for; and 
although this is perhaps impos- 
sible to attain, ordinary, clear, 
concise writing should not be 
beyond the ability of those who 
earn their living with the pen. 
RacpH L. FINN 
Pentland Close, 
London, N.W.11 


Impact failed 


Sirn,—May I apologise to 
Michael Carroll, of Crookes 
Laboratories Ltd. (February 3) 
for erroneously including his 
company’s name among the many 
“cold” products featured on one 
night’s TV? 

I should also like to thank him 
for emphasising the significance 
of my letter, for he has proved 
how muddled a prospective con- 
sumer can become when offered 
an overdose of cures all of which 
are dramatised in a similar way. 

A. S. MENDELSSOHN, 
Advertising manager. 
Robinson & Cleaver i. 


Dutch, ‘guleece 


Sir,—If Scarborough publicity 
committee continue to call their 
special fortnight to attract 
Netherlands visitors “Flemish 
Fortnight,” they will no doubt 
find they are barking up the 
wrong tree. 

The Flemish and the “Dutch” 
separated 126 years ago, the 
former representing the major 
population group of the Belgian 
nation. 

In any case—now, by special 
request of HM Queen Juliana— 
not Holland, please, but The 
Netherlands! 


A. G. BITTON, 
Advertising and export manager. 
Ex-Lax Ltd. 


ADVERTISING 


BALLOONS 


New dispenser 
needed 


Sir,—Everyone who has had 
anything to do with the running 
of a stand at a big exhibition to 
which the general public are 
admitted must at some time have 
felt annoyance at the amount of 
sales literature which is wasted. 

I recently asked a company to 
design a dispenser which would 
hold two or three hundred five- 
page folders, about 5 in. by 34 
in., and which would permit only 
one to be taken at a time. 


After a certain amount of 
prompting and some _ weeks’ 
delay, I was informed that tool- 


ing charges alone would be £200 
to £300 and for the small quantity 
required it would not an 
economical proposition. All of 
which is true enough if you hap- 
pen to be able to see no further 
than the end of your nose ! 

Surely the thing is to work out 
the principle and then make it 
adaptable to different sizes, 
shapes and quantities of leaflets. 
There must have been 50 exhi- 
bitors at the Ideal Home Exhibi- 
tion alone who would be 
interested in a dispenser of this 
nature. 

Is there no manufacturer who 
is prepared to put some time, 
energy and money into develop- 
ing the idea, or must I put it up 
to Leslie Hardern as a problem 
for the Inventor’s Club ? 


W. D. Mosscrop. 
(Address supplied). 


BBC ‘plugs’ 


Sir,—So BBC Television does 
it again! A peak viewing time: 
a top-line programme: an inter- 
national comedian ...and a 
name-plug for the big multiple 
tailor reputed to have made his 
clothes. 

What did Bob Hope actually 
say as he dusted some stage dust 
off his clothes after the strong 


girl had dropped him hard? 
Simply: “Burtons will never take 
it back now!” 


But the point is, what does the 
BBC do about it? Or does the 
Corporation do anything? After 
all, what can you do when your 
top comedian will almost cer- 
tainly retort: “Oh, go to ITA 

. or I will!” 


Denis A. BIRKETT, 
Creative director. 
Nevin D. Hirst (Advertising) 
Ltd., Leeds, 2 — 
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Bouquet for 
Teletaster 


Sirn,—May I express my appre- 
ciation of the excellent article 
by Teletaster (February 10) on 
“Television—The Long - term 
Medium.” 

It seems to me an important 
and serious contribution to sound 
planning in this very complex 
medium—and a happy change 
from a good deal of superficial 
and frantic comment which has 
accompanied the arrival! of tele- 
vision. 

We like Teletaster’s articles and 
his spicy style, even when he does 


not like our commercials—or, 
worse still, when he doesn’t 
mention them. 


CHARLES LEE HUTCHINGS, 
Director of television 
Edwin Wasey & Co. Ltd.. 
London, W.1 


Peak effect—or 
irritation ? 


Sin,—Commercial TV's rigid 
timekeeping looks as if it can 
work against the advertiser's 
interests as well as for them 
There have been several unfortu- 
nate cases recently of important 
programmes being cut short to 
allow for the next commercial. 

It would be interesting to see 
what effect, if any, this has upon 
the advertiser’s goodwill. From 
a one-man survey, I should say 
that it could be worrying. 

This leads to another thought. 
Peak time is presumably, also, 
the time when the most interest- 
ing programmes—in the majority 
view—are being shown. Are 
commercials at such times more 
irritating, and therefore less effec- 
tive, than if they come into not- 
so-ambitious programmes? 

G. Lack. 


South Croydon, 
Surrey. 


8 ‘CHINGFORD MOUNT ROAD, LONDON, E.4 + LARkswood 2241 /2 
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Womans own 
2.407.351 


AUDITED NET SALE (jJULY-DEC 1955) 


STUART MANDER, ADVERTISEMENT DIRECTOR, GEORGE NEWNES LIMITED, TOWER HOUSE 
SOUTHAMPTON ST., LONDON, W,C.2. TEMPLE BAR 4363 (40 lines) 
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The MANCHESTER 


Evening Chronicle 


is Britain’s fastest-growing 


evening newspaper 


In the last three years the Manchester 

Evening Chronicle has increased its sales 

. . more rapidly than any other evening news- 

289, 152 : paper in Great Britain. The latest ABC net 
', sale figure of 289,152 represents an increase 

over the audited figure for July-December 
1952 of . .«. . 43,272 conies daily 


July-Dec. 1955 


It represents too an increase over the same 
period of 1954 of . . . 15,144 copies daily 


274,008 & \- te Fe: Evening Chronicle sales are 
. _— i increasing CONTINUOUSLY 


Evening Chronicle sales figures for the last three years show not 

only a large overall increase, they show also an impressive rate 

of regular increase which is a striking testimonial to the all-round 

. ; = and continuing popularity of the paper. As the figures show, the 

264 662 ae hf i, sea production of a well-balanced family newspaper will attract more 
ia and more readers all the time. 


July-Dec. 1954 


July-Dec. i 
uly-Dec. 1953 More and more advertisers 


are using the Evening Chronicle 


; d The number of advertisers using the Evening Chronicle has 

245 ,880 : ad increased as rapidly as its circulation. Particularly striking has 
§ been the expansion of classified advertising. The total volume of 

: ¥ ; small ads published in 1955 was a record for the paper and 

July-Dec. 1952 & Ath represented an increase of 144°, over the figures for 1952. 


For further information please 
apply to: 


W. J. Abbiss, 


London Advertisement Manager 
Kemsley House, W.C.1 ( Ter 1234) 


M. L. W. Wilson, 


Advertisement Manager, 
Kemsley House, Manchester, 4 


(Bia 1234) MB 
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BACK IN NORMAL DRESS WITH ALL THE NEWS AND PICTURES 


BID TO 


Kenneth Horne 
seeking aid 


from industry 


EHIND the scenes this 
week efforts were being 
made to save the London end 
of the British Industries Fair. 
Kenneth Horne, managing 
director of the BIF Litd., is 
understood to be making at- 
tempts to replace the financial 
support which the President of 
the Board of Trade last week 
told the Commons the Govern- 
ment had withdrawn. He hopes 


for sufficient capital to launch 
another company. 
A new company would be 


necessary, as the constitution of 
the BIF Ltd. requires the support 
of the Government, whose 
annual grant has amounted to 
£100,000. 

Mr. Horne said this week that 
he felt some progress was being 
made. He hoped that financial 
support for his venture would be 
forthcoming from industry, but 
it was “much too early” to Say 
if any money had been promised. 

A meeting of the directors— 
who are understood to be making 
their own efforts to provide the 
capital—will be held soon. 

On Wednesday all employees 
of the BIF Ltd. were given a 
month's notice. 

(Commons statement : See page 7) 
° 


Registrations for AA 
conference ‘pouring in’ 


The Advertising Association said 
this week that registrations for 
this year's Conference 
(Brighton, May 9 to 12) are 
already “pouring in.” 

The application forms were 
mailed only a week ago, but 
already the total number of 
delegates registered has reached 
one-third of last year's total 
conference attendance of over 

1,000. 


SAVE THE BIF 


McConnell award 


Albert Price, chairman of the 
Advertising-Press Club (right) pre- 
sents the McConnell Award for 
distinguished services to advertising 
to Denis J. Garvey, managing direc- 
tor of Janus Advertising Agency) 
(left). Also in picture are Prof. 
Daniel Aaron (second from left), 
American journalist and author, who 
lectured to the Advertising-Press 
Club, and Charles E. McConnell. 


Maidenform agents 


Advertising for American Mai- 
denform Brassieres in this coun- 
try is to be handled by Downtons 
Ltd., who will advise their Ameri- 
can clients on marketing, mer- 
chandising and sales promotion. 
A campaign will commence soon 
in national, women’s and trade 
papers. 


eee 


_) PARNALL 


. . 
British agency 
The American Association of 
Advertising Agencies has an- 
nounced names of the 80 dele- 
gates from 35 countries who will 
attend the AAAA International 
Meeting of Advertising Agency 
Leaders from April 23 to May 4. 
The delegates are presidents of 
their advertising agency associa- 
tions, past presidents, or have 
held similar offices. Attendance 
is by invitation only. 
Australia, Canada, 
France, Great Britain, 
Netherlands 


Cuba, 
the 


and Sweden will 


@ Publishers rush 
through normal issues 


@ Stereo, electro prices 
going up... 
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p.4 
p.5 


have missed during 
the stoppage . . . 


@ Full page of Club 


News... 


p. 6 
p. 12 


PLUS all the normal news 
and features back in full. 


Lato aanannnaaaiawae: 


Peter Needham weds 


Peter Needham, an account 
executive with the J. Walter 
Thompson Co., Ltd., was married 
to Miss Denise Froud, of Sun- 
ningdale, at the Savoy Chapel on 
Wednesday. Mr. Needham is the 
only son of Leslie W. Needham, 
advertisement director, Beaver- 
brook Newspapers. 


chiefs for USA 


have the largest contingents— 
four or more delegates for each. 

Great Britain’s delegates will 
be R. A. Bevan (S. H. Benson 
Ltd.); Hubert Oughton (W. S. 
Crawford Ltd.); Edward A. Smee 
(Smee’s Advertising Ltd.); 
Lt.Col. A. M. Wilkinson 
(London Press Exchange Ltd. 
and IPA president); and Sinclair 
Wood (F. C. Pritchard, Wood & 
Partners Ltd.). 

Ireland will be represented by 
Charles E. McConnell (McCon- 
nell’s Advertising Service). 
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Print resumption brings rush to publish 


‘normal’ issues 
PRICE INCREASES, SCHEDULE CHANGES 


REPORTED: TALKS 


CONTINUE TO-DAY 


Since a truce was declared in the London printing dispute, 
a rush to restore issues to their normal size and publication 
dates has been going on in most publishing houses. From 
the turmoil emerges an overall picture of schedule juggling, 
price increases, and a fight to regain lost goodwill, adver- 


tising and sales. 

No news has come from talks 
resumed at the Ministry of 
Labour last week. The four craft 
unions—London Typographical 
Society, Typographical Associa- 
tion, Association of Correctors of 
the Press and the Amalgamated 
Society of Lithographic Printers 
—are negotiating together and 
not individually, as in the past. 

Next meeting takes place to-day 
(Friday), at the Ministry, 
although the talks will not be in 
the presence of Sir Wilfrid 
Neden, the chief industrial com- 
missioner, who was there last 


week. 

Little is known of last week’s 
talks. Union spokesmen said 
there was not time before Easter 
to cover all the ground. But the 
meetings were said to have 
“followed the normal course.” 

This is what some publishers 
are doing on return to normal 
production : 

Temple Press Ltd. : All weekly 
journals will be published this 
week and monthlies will resume 
norma] from the May issues. 


Odhams Press: All weeklies 
back to normal. Price increases 
for Picturegoer (34d. to 44d.); 
Hairdresser’'s Journal and Horse 
& Hound (6d. to 8d.). 

Newnes : Amateur Gardening 
and Smallholder to be published 
this week. Glamour, Lucky Star, 
Silver Star, Titbits and Home 
Notes will be published next 
week. Next issues of the follow- 
ing journals will be dated as 
shown: Practical Mechanics, 
May; Practical Motorist, May; 
Practical Television, May; Aero- 
nautics, April; Practical House- 
holder, May/June; Wide World, 
April/May; and Practical Wire- 
less, June. 

Ama ted Press: Weekly 
publications will appear regularly 
after this week. During the re- 
maining weeks of April supplies 
of some publications will not 
reach wholesalers for the normal 
day of sale. The following issues 


New BDA president 


Over a hundred experts in the 
display world met the new presi- 
dent of the British Display Asso- 
ciation at a cocktail party at the 
Lighting Service Bureau, Savoy 


Hill. The new president is the 

Viscount Hambleden, of W. H. 

Smith & Sons, Ltd. He was 

Yeates by Lady Hamble- 
n. 


will be on sale on the following 
dates: My Home dated March/ 
April, Friday, April 13; Wife & 
Home dated March/ April, Friday, 
April 13; World Digest dated 
April/May, Friday, April 20; 
Woman’s Journal dated April/ 
May, Tuesday, April 24; Woman 
& Home dated April/May, Fri- 
day, April @7. Price increases for 
the following publications are 
announced : Home 1s. 3d. 
(1s.); Wife & Home \s. 3d. (\s.); 
Women & Home ls. 3d. (ls.); 
Popular Gardening 44d. (4d.); 
Film Fun 4d. (3d.); Girls Crystal 
4d. (3d.); Knockout 4d. (3d.); 
Lion 4d. (3d.); Marilyn 4d. (3d.); 
Radio Fun 4d. (3d.); School 
Friend 4d. (3d.); Sunday Com- 

tion 4d. (3d.); TV Fun 4d. 
Ga): Tiger 4d. (3d.); Miracle 34d. 
(3d.); Oracle 34d. (3d.); and Pic- 
ture Show 34d. (3d.). 

Religious Weekly Press Group: 
All except two of the papers in 
the group were able to maintain 
unbroken publication. The 
Baptist Times will resume publi- 
cation this week and the Sunday 
Companion will appear again on 
Ah 7 1 Ww. 

e Tai agger Magazine : 
Supplies delayed. 


Y & R take over 


George Plante (left) and Christopher 
Cross, of Young and Rubicam Lid., 
after flying from Bristol in the fourth 
Britannia to be delivered to BOAC. 
Young and Rubicam have been 
appointed agents to the Bristol Aero- 
plane Co. Ltd., and Young and 
Rubicam, of Montreal, have been 
appointed to handle the advertising 
of the Bristol Aeroplane Co. of 
Canada (1956) Ltd. 


Linoleum Association 
name PR agents 


The Linoleum Manufacturers’ 
Association, representing seven 
out of nine firms in the British 
linoleum industry, has appointed 
Pubjfic Relations Associates Ltd., 
of London, as public relations 
officers to the association. 


CRAWFORDS IN CANADA 


‘TO 


AID EXPORT TRADING’ 


To celebrate the establishment of a branch of Crawfords Inter- 
national Advertising Service in Canada a special party, called “Trade 
with Canada” was held at the Dorchester last Thursday. The High 
Commissioner for Canada and other leading representatives of the 
Canadian community in this country met leading British industrialists, 
financiers and members of Parliament. 


Guests were shown a film 
called “Power Horseshoe,” which 
detailed the building of one of 
Canada’s latest hydro-electric 
schemes. 

Before the film, Hubert Ough- 
ton, chairman and managing 
director of W. S. Crawford Ltd., 
who has just returned from a 
round-the-world trip, welcomed 
the guests. He said that the 
opening of a Canadian branch of 
Crawfords was a further link 
with many friends in Canada. 

Mervyn Talbot, director in 
charge of the Crawford Inter- 
national Service, said that the 
object of the new branch was to 
provide an advertising and mar- 
keting service for British and 
Canadian importers and ex- 
porters and to stimulate an 
expansion of “two-way trade.” 

Canada was not taking British 


manufacturers seriously. “We in 
Britain are doing all we can to 
convince them that we mean 
business,” he said. 


“The Canadian market is one 
of the richest and most competi- 
tive in the world. We believe 
that Crawfords themselves can 
export something to Canada, and 
in this export field make a 
definite contribution—that well- 
turned-out, well-spoken, _ lively 
salesman, the well-designed ad- 
vertisement.” 


Gerald Samson, who is in 
charge of the new office, said that 
the need to export to Canada was 
extremely important, as exports 
helped to lessen the dollar gap. 
He referred to the wealth of the 
Canadian market, and said that 
last year Canada imported goods 
to the value of £1,700 million. 


7 

PPA amending 

o ’ 
returns’ ban 

The Periodical Proprietors 
Association has “temporarily 
modified” the present prohibition 
on returns of unsold periodicals 
in order to assist distribution, and 
the trade generally, on the prob- 
lems arising on resumption of 
normal printing. 

The temporary modifications 
are: 

Publishers may accept returns 
from their wholesale distributors 
of those publications which were 
being printed in London before 
January 18, the beginning of the 
printing dispute. 

Such returns shall not exceed 
four copies for each quire of 
each publication supplied to each 
wholesaler. 

Such returns shall only be of 
the first four weekly issues; the 
first two fortnightly issues; and 
the first monthly issue on _ re- 
sumption of normal publishing. 

Only covers need be returned 
for credit, but these must reach 
the publishers within four weeks 
of the publishing dates of the 
-_ issues which revert to firm 
sale. 


Business link by 


two agencies 


Marshall Hardy Ltd., whose 
managing director is Charles 
C. Knights, and Robertson & 
Scott (Advertising) Ltd. of 
Edinburgh, founded in 1819, 
have formed a asso- 
ciation. The arrangement is a 
reciprocal one, Marshall 
Hardy acting as London repre 

Scottish 


Hardy’s interests north of the 
er. 
No exchange of director- 
ships is involved and each 
preserves its financial 


company 
structure as before. 


NABS matinee 


The programme of the Mid- 
night Matinée which is to be held 
at the London Palladium on 
Thursday, April 26, in aid of 
NABS wil include performances 
by Winifred Atwell, Shirley 
Bassey, Alma Cogan, Robert 
Dhery, Beryl Grey, Benny Hill, 
Howard Keel, Dave King, Vera 
Lynn, Tommy Trinder, Margaret 
Leighton and Laurence Harvey, 
the Crazy Gang (Bud Flanagan, 
Teddy Knox, Charlie Naughton, 
Jimmy Gold, Jimmy Nervo), and 
the Stargazers. 

There will also be scenes from 
“Salad Days” and “Kismet.” 

Owing to the illness of E. J. 
Robertson, this year’s president 
of NABS, the event is being or- 
ganised by the Hon. Max Aitken, 
acting as deputy president. 
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STEREO, ELECTRO PRICES UP ON MAY 1 


New union agreements blamed 
by employers’ organisation 
Substantial increases in the prices of electrotyping and 


stereotyping, to come into force on May 1, have been 
announced by the Electrotyping & Stereotyping Employers’ 


Joint IPR-IAMA 
conference 
proposed 


A proposed joint conference 
of the Institute of Public Rela- 
tions with the Incorporated Ad- 
vertising Managers’ Association 
was discussed at a meeting be- 
tween the advertising liaison panel 
of the Institute and representa- 
tives of the IAMA. 

The proposal was made during 
an exchange of views on pro- 
blems of mutual interest and a 
discussion of the work of the 
two organisations. The sugges- 
tion will be referred to the respec- 
tive councils. 

It was also proposed that a 
joint standing committee of the 
IAMA and the Institute might 
be set up to consider matters of 
common concern as and when 
these arise. 

The meeting was one of a 
series organised by the IPR with 
other related professional bodies. 

Similar meetings have already 
been held with representatives of 
the Advertising Association, the 
Institute of Practitioners in Ad- 
vertising and the Incorporated 
Society of British Advertisers. 

IPR representatives at the 
meeting included Lex Hornsby, 
chairman of the advertising 
panel; Allan Ashbourne, vice- 
chairman; R. A. Paget-Cooke ; 
E. Hereward-Philips; T. H. 
Traverse-Healy; and Mervyn 
Thomas, general secretary. 

Among the [AMA representa- 
tives were: E. G. Fielding. chair- 
man of the Association ; E. S. H. 
Janes, vice-chairman; C. J. 
Rose, vice-president; P. A. Le 
Neve Foster, chairman of the 


programme committee; Frank 
Edwards, honorary secretary; 
and K. Hockey, general 
secretary 


name change 


At the annual meeting of 
Platers & Stampers Ltd. on 
April 19, a resolution to change 
the name of the company to the 
Prestige Group Ltd. will be sub- 
mitted. If the resolution is passed, 
the change will take effect from 
April 20. 

In a statement announcing this 
proposal, the directors say that 
they feel that the company’s 


name should include its trade- 
mark, Prestige, and the new name 
will be “advantageous and appro- 
priate to the company’s activi- 
ties.” 


Federation. 

The Federation said that as the 
whole of the printing industry 
had been faced with demands for 
substantial increases in wages on 
the termination of agreements 
with the trade unions con- 
cerned, the Federation had had to 
give a wage increase of 18s. 6d. 
per man and to bring into over- 
time calculation—from which it 
was previously exempt — the 
present cost of living bonus of 
£2. These increases came into 
effect on March 5. 

“After very full consideration 
of all the factors involved, the 
Federation members are reluc- 
tantly compelled to meet this 
situation by advancing the stereo- 
typing price list by 74 per cent 
and electrotyping by 174 per 
cent.” 


Surcharge added 

The increase will be on the 
prices shown in the current price 
list and the surcharge will con- 
tinue to be added in respect of 
metals and cost of living bonus, 
a continuance of the latter being 
provided for under arrangements 
with the unions. 

The Federation points out 
that the actual increases are not, 
as might at first be supposed, 7} 
per cent and 17} per cent respec- 
tively on prices at present being 
charged, since these 


As an example, a 100 in. un- 
mounted electro is quoted. This 
at present would cost £2 12s. 11d. 
plus surcharge (8s. 4d.), making a 
total of £3 Is. 3d. With 174 
per cent added to £2 12s. I1d., 
followed by the surcharge, the 
price becomes £3 10s, 6d.—15.1 
per cent higher than the present 
charge. A stereo in the same 
category shows an_ increase 
between the old and new prices 
of 5.7 per cent. 

“These margins are pre- 
cariously low in view of the much 
higher wage costs we have to meet 
and have been deliberately 
designed to do no more than 
cover the calculated extra wage 
costs,” said the Federation. 

Explaining the difference 
between the increase on stereos 
and electros respectively, the 
Federation pointed out that the 
comparatively recent introduction 
of new methods of electrotyping 
have been found to require a 
much larger proportion of labour 
costs than stereotyping. 

“Our members’ collective 
experience, as well as costing 
returns furnished by the Federa- 
tion accountants, show this addi- 
tional cost to be in the region 
of 10 per cent.” 


Richard Harman (right), chairman of Blandford Press Lid., presents 
Hugh Wilson, advertisement director of “Display,” with a = ~— watch 
r. Wi 


to mark his 25 years’ association with the company. 
recently been appointed a director o 
subsidiary of Blandford Press Ltd.), who now publish “‘Displ 


nm has 
Mallard Publishing Co. Lid. (a 


isplay.”” Centre 


is Ernest Barnes, joint managing director of Blandford Press Ltd. 


PR company formed by 
Gordon & Gotch 


A new public relations company, which is already servicing five 


national accounts, was formed this week. 


It has been registered as 


Mercury Information Service Ltd., and is the sixth company in the 


Gordon and Gotch group. 
Mercury directors are Leslie W. 

Berril (chairman of Gordon and 

Gotch Ltd.), J. H. A. Cocks 


C. J. Gossling, David Williams 
and Don Goddard. At present it 
is operating from 54 Ludgate 
Hill, E.C.4, but later this year a 


the girls of to-day nol as pretty. 
As Lady Jane Grey 
Whom he spake to each day 
Dn thea Troe of Low Dare where be gote 
(aes wetthAans fares 10-4, phagiong 
a 
Yodidaagye - 


This 


the 


features 


which 
Tower of London, is to be used by 
London Transport in a drive to 
boost week-end pleasure travel. The 
copy is humorous and designed to 
tempt people to use London Trans- 
port's buses and trains for their 


poster, 


free-time journeys. Places like Kew 

Gardens, The Tower, Epping Forest, 

Windsor, Hampton Court, Whips- 

nade, St. Albans and country houses 

will be covered in a series of 12 

posters, which will appear at 
nightly intervals. 


move will be made to its regis- 
tered office at 81-82 Farringdon 
Street, E.C.4. 

Don Goddard—the director in 
charge — has been with Gordon 
and Gotch Advertising Ltd. 
since March, 1955, supervising 
the agency’s PR rtment. 

Among accounts already being 
serviced are the Exide group of 
companies, the Smedley canning 

oup, Sellotape, Platignum Pens, 

ily of France and Fitu founda- 
tion garments and Wrighton 
furniture. 

The new organisation will 
operate on group lines. In charge 
of technical interests is Frank 
Page, former technical editor of 
The Garage and Motor Agent. 
Assisting him is Veronica Gillis 
who has just joined the company 
from the Television Press Agency 
and was formerly on the PR staff 
of F. J. Lyons Ltd. 

Madeleine Daniel — formerly 
with Exchange Publicity Services 
Ltd.—is in charge of the women’s 
accounts. 

General consumer interests are 
under the control of Leonard 
Collis, ex-assistant editor of 
Air Mail, who was previously 
with East London News Agency 
and the Information Division of 
Air Ministry. 

His assistant is Audrey Barry, a 
script-writer who was formerly 
PRO for the East African 
Labour Utilisation Board. 


Sir William Baird 


Sir William Baird, former 
chairman and managing director 
of the Belfast Telegraph, who 
died on February 10, 
estate in England valued at 
£32,751 15s. 2d. He was 82. 
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ADVERTISER'S WEEKLY 


NEWSPHOTO FLASHBACK 


Pictures you missed of advertising events 
which took place during the London 


(Independent Newspapers picture) 


At the president's night of the Ireland branch of the Incorporated 
Sales Managers’ Association in Dublin are (I. to r.): C. J. Cooper, 
president, Irish Exporters’ Association; H. E. F. Hall, president, 
Federation of Irish Manufacturers; C, W. Chesson, chairman of 
the Ireland branch of ISMA; Senator E. A. Maguire, president, 
Federated Union of Employers; Stephen McKenzie, chairman, 
Dublin Chamber of Commerce; Lord Killanin, president of the 
ISMA branch, and George La Niece, national chairman of ISMA. 


Leslie W. Needham, advertisement director of Beaverbrook 
Newspapers, with the portrait which his advertisement staff 
presented to him to mark his completion of 30 years with 
the organisation. With him is Raymond Skipp, the artist. 


Andrew Milne (right), 


Club, to the Hon. 


When Argus Press Ltd. held its 
annual circulation representa- 
tives’ conference, it was attended 
by (. to r.): H. J. C. Rowe 
(publications director), H. Powell 
(circulation manager), F. R. 
Lewis (managing director), A. H. 
Mclsaac (advertisement  direc- 
tor), and K. M. Whitworth 
(director and general manager, 
Country & Sporting Publica- 
tions). 


The four presidents and their wives at the annual dinner of the Master Sign Makers’ Association. 

There are (I. to r.): C. W. Newton, president of the Lancashire and Cheshire branch of the 

MSMA, Mrs. Newton, Charles F. Harris, MSMA national president, Mrs. Harris, Mrs. Timm, 
H. Timm, Southern branch, Mrs. Chetwynd, and John Chetwynd, Yorkshire branch. 


chairman of the Fleet Street Column Club, 
presents the record cheque for over £5,000, the proceeds for NABS 
from the 1955 “Two Freds” cricket match, organised by the Column 


Max 


Aitken, acting president of NABS. 


At a party to introduce the new range of 
Prestcold refrigerators with a wide choice 
of coloured tops and bases, five refrigera- 
tors were given away. Here, making the 
draw, is Miss Jeanne Heal, assisted by 
W. Murray Edwards, of Press and Public 
Relations Ltd., who handled arrangements. 
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GOVERNMENT WITHDRAWS BIF GRANT 


ADVERTISER'S WEEKLY 


‘Specialised shows preferred, Thorneycroft 


tells Commons 


OVERSEAS PUBLICITY SUBSIDY WILL BE 
CHANNELLED TO FAIRS ABROAD 


NLESS independent industries decide to sponsor the 

British Industries Fair in London, the Fair to be held 

at Olympia from April 23 to May 4, will be the last to be 

held in London. The Government is to withdraw its financial 
support of BIF Ltd. after this year. 


First news of this decision was 
broken in the House of Commons 


last week by Mr. Peter 
Thorneycroft, President of the 
Board of Trade. He told the 


House that public money would 
not be provided for the London 
section after the Olympia Fair 
this month. This meant the 
stopping of an annual grant by 
the Treasury of £100,000 which 
had been stated as “not being 
enough to meet liabilities.” 
Managing director Kenneth 
Horne said last week that 


Manufacturers’ views 
‘Waste of time’... 
‘depressing news’ 


Varied reactions both for and 
against the decision to with- 
draw Government — support 
from the London section of the 
British Industries’ Fair have 
been expressed by manufac- 
turers throughout the country. 

Typical of these are the follow- 
ing : 

iene Donner (managing director 
of Wakefield Shirt Co., Ltd.) 
said that his firm was terribly 
depressed to hear the news. 
They had staged some of the 
most attractive demonstrations 
at post-war BIFs, and he could 
not understand why _ the 
Government should be so 
short-sighted. He stressed that 
the press could help by bring- 
ing home to the Government 
the essential need for a national 
fair every year. 

A. J. Sugden, chairman of Wm. 
Sugden & Sons Ltd., shirt 
manufacturers, Cleckheaton, 
one of the oldest West Riding 
exhibitors at the BIF, believed 
that under its old form the BIF 
had outlived its usefulness, but 
his firm were prepared to sup- 
port next year’s special textile 
show under the new manage- 
ment. He thought the special 
show would be a good thing, 
but it now appeared to be 
“off.” 

M. Hague, director of Kamells 
Ltd., Bradford, said his firm 
had not shown for some con- 
siderable time because they 
had come to the conclusion that 
it was a waste of time. They 
were of the opinion that if a 
firm wanted to export they 
must go to the export markets. 


although the decision to withdraw 
support was a “bitter disappoint- 
ment.” he would not be leaving 
the BIF Ltd. as “there is plenty 
more work to do.” 

British Industries Fairs Ltd. 
took over responsibility for the 
BIF in London from the Board 
of Trade in 1954 when the 
Treasury guaranteed the annual 
grant. In addition the Board of 
Trade has made annual grants for 
publicity purposes. Advertising 
for the London BIF is handled by 
W. S. Crawford Ltd. 

Mr. Thorneycroft told the 
House that the London section in 
its traditional form no longer met 
a general need, since most traders 
preferred to take part in special- 
ised shows in which attention 
could be focused on the products 
of a particular industry. 

Interest in the London section 
had declined among buyers and 
exhibitors, and the results of the 
fairs of last year and this year 
would exhaust the Treasury 
guarantec. 

Replying to a question on what 
was to be done about overseas 
publicity in view of the continu- 
ance of the Castle Bromwich 
section of the Fair, Mr. Thorney- 
croft said that he hoped that the 
Fair at Birmingham would be 
entirely self-supporting. 

“It is an extremely successful 
Fair and it has been run at a 
profit and should be a self-sup- 
porting venture. 

“Our object in these matters 
would be to devote the amount 
of money normally spent on 
overseas publicity—about £90,000 
to £100,000—1o overseas fairs.” 

Just which fairs would receive 
extra support would be a matter 
for consultation between the 
Government and the industrial 
interests concerned. The amount 
of money spent on overseas pub- 
licity would still be devoted to 
the export interest of the country. 

Sir J. Barlow asked Mr. 
Thorneycroft if he was aware 
that his announcement would be 
welcomed by many manufacturers 
and exporters. 

“Is it not a fact that this money 
could much better be used in 
exhibitions abroad; especially 
those confined to particular indus- 
tries, rather than in general 
exhibitions, where money can be 
wasted?”, he asked. 

Mr. Thorneycroft replied that 
this represented a “widely held 
view” in industry. 


Dennis Morris, and Frank Coulson, the club 
truncheon presented to the club as a gavel b 
Constable of Leicestershire and Rutland. (See 


Results soon 
of Ministry’s 
ad review 


Local authorities expect to hear 
soon from Mr. Duncan Sandys, 
the Minister of Housing and 
Local Government, about the 
results of a review of the adver- 
tisement regulations carried out 
by Ministry and local authority 
association officials. 

One suggestion which has had 
strong support from many 
organisations is that councils 
should have increased powers 
to control the use of advertis- 
ing matter outside shops, cafés 
and other premises. 

As the regulations stand at 
present a trader can indicate 
what he has to sell by putting 
a notice or notices outside his 
premises. But it is argued that 
this right is being abused by 
many traders who use it to 
advertise all types of goods. 

It is understood that Mr. Sandys 
and his officials have been 
urged to amend the regulations 
requiring shopkeepers to seek 
planning permission before 
erecting any sign or notice. 

“This seems rather like using a 
hammer to crack a very small 
nut,” said a London town 
clerk, “but it may be necessary 
to bring such a law into force 
if traders continue to use their 
shopfronts as advertisement 
sites.” 


Leicester Evening Mail photograph. 
Left to right, Bert Marrion, chairman of the Publicity Club of Leicester, 


's president, inspect the 


John A. Taylor, Chief 
Personal, page 46.) 


NEARLY 500 
IN FIRST 
JOINT EXAM 


More than 470 candidates will 
be taking the first Joint Inter- 
mediate Examinations of the Ad- 
vertising Association and the 
Institute of Practitioners in Ad- 
Vertising. 

These examinations will be 
held in: Birmingham, Bristol, 
Coventry, Dublin, Glasgow, 
Leeds, London, Leicester, Liver- 
pool, Manchester, Newcastle, 
Norwich, Nottingham, Sheffield; 
and in Durban and Cape Town, 
Tel Aviv, Germany (BAOR) and 
New Delhi. 

Some 145 candidates will be 
sitting the Advertising Associa- 
tion’s examinations. Of these 
110 will be taking the final 
examinations, either division “C” 
or “D” under the old regulations. 

In addition to the centres 
named above arrangements have 
also been made for candidates to 
sit at Aberdeen and Wolverton, 
and Johannesburg. The examina- 
tions are being held from April 
30 to May 5. 

The number of candidates for 
the IPA examinations are: mem- 
bership intermediate, 46; member- 
ship final, 58; associate member- 
ship final, 31. The Institute 
examinations will be held in 
London, Birmingham, Man- 
chester, Newcastle-upon-Tyne, 
and Dublin on April 17 and 18. 


NEWSPAPER SOCIETY DINNER, MEETING 


The annual dinner of the 
Newspaper Society will be held 
at the Dorchester Hotel on Tues- 
day, May 15. Guest of honour 


will be Sir John Maud, Perman- 


ent Secretary, Ministry of Fuel 
and Power. 

The Society's annual general 
meeting and the election of 
officers for the year 1956-57 will 
take place on the following day. 
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Tillotson change 
at the top 


F. L. Tillotson, who is in his 
5Sth year as a director of Tillotson 
and Son, Ltd., has resigned from 
the chairmanship of its subsidiary 
company, Tillotson’s Newspapers, 
Ltd., and has been succeeded by his 
second son, Marcus E. Tillotson. 

(See Mainly Personal, page 46.) 

* * 

Richard Woolley has been 
appointed a director of Benn 
Brothers Ltd. He joined Benn 
Brothers in 1937 and became editor 
of Newspaper World a year later. 
He also became editor of the News- 
paper Press Directory in 1949 when 
it was completely revised for its 
centennial issue. More recently Mr. 
Woolley was appointed editor of 
The Cabinet Maker. He is a mem- 
ber of the national executive com- 
mittee of the Furnishing Trades 
Benevolent Association. 

* * +. 

At Colman, Prentis & Varley 
Ltd.'s 21st birthday party last year 
managing director Col. A. N. C. 
Varley announced the creation 
within the agency of a new category 
of executive directors. The first 
two, E. A. Pearce and C. A. Jackson 
have now been appointed. Mr. 
Pearce joined CPV in 1938, working 
in market research, media and pro- 
motion departments. After war 
service he rejoined CPV in 1946. 
Two years later he became account 
executive and later took over 
management of the marketing de- 
partment. He is also a director of 
Market Information Services Ltd. 

Mr. Jackson commenced his adver- 
tising career with S. H. Benson in 
1934. After seven years’ war service 
he returned to S. H. Benson for a 
year and then joined CPV as an 
assistant executive in 1947. He was 
made an executive in 1949. 

* * * 

Kemsley Newspapers Ltd. have 
announced that William Rogers, 
senior advertisement representative 
of the Evening Chronicle, in Man- 
chester, will shortly relinquish his 
post before going to Middles- 
brough to take over as advertise- 
ment manager of the Evening 
Gazette when Arnold Ellis hands 
over on reaching retiring age. 
Before going to Middlesbrough, Mr. 
Rogers will visit other Kemsley 
offices, including London. Mr. 
Rogers has worked in Kemsley 
House, Manchester, since 1934. 

* * * 

Harry Ryland, advertisement 
manager of The Plumbing Trade 
Journal, official organ of The 
National Federation of Plumbers 
and Domestic Engineers (Em- 


ployers), has been appointed a 
director of the Sutherland Publish- 


PRINCIPAL BRANCHES 


ing Co., Ltd., with the position of 
deputy manager. The Sutherland 
Publishing Co. publishes Painting & 
Decorating and is joint proprietor, 
with the NFPDE, of The Plumbing 
Trade Journal. 

* * 


* 

Daniel J. Calland, editor of 
Philips Forum, dealer magazine of 
Philips Electrical Lid., has been 
appointed honorary convention 
manager for the annual convention 
of the British Association of Indus- 
trial Editors to be held at Chelten- 
ham, May 10 to 12. 

. - ~ 

At a luncheon at the Imperial 
Hotel, Birmingham, representatives 
of the wholesale and retail trade 
were introduced to E. Winter Mor- 
rell, who is to succeed Ernest W. 
Thorpe as circulation manager of 
the Birmingham Gazette and 
Despatch Ltd. on May 28, when 
Mr. Thorpe joins M. Mapstone Ltd.. 
Birmingham wholesalers, as director 
and general manager. W. B. Mor- 
rell, managing director of the Bir- 
mingham Gazette and Despatch 
Lid., paid tribute to Mr. Thorpe. 


T. G. N. Pearce 


Vice-chairman of 


ad committee 


T. G. N. Pearce has been ap- 
pointed vice-chairman of the News- 
paper Society's advertisement com- 
mittee and chairman of the agency 
recognition and Advertiser's Aid 
sub-committees, in succession to 
E. Lumsden, who retired recently. 
He has also been nominated chair- 
man of the Newspaper Proprietors’ 
Association joint advertisement 
committee. 

. * * 


George Dodson-Wells, the British 
Transport Commission's commercial 
advertising officer. has been 
seconded for two months to the 
Nigerian Railway Corporation to 
advise them on commercial adver- 
tising. 


G. Dodson-W ells 


R. Woolley 


NTP appointment 


Nigel Pearson has been appointed 
business manager of National Trade 
Press Ltd. and Heywood & Co., 
Lid. He is the only son of Sir 
Neville Pearson, chairman of C. A. 
Pearson Ltd. and director of George 
Newnes Ltd. Mr. Pearson's grand- 
father, Sir Arthur Pearson, founded 
the Daily Express and a chain of 
provincial papers. After war ser- 
vice with the Army, Nigel Pearson 
took a 12-month course at the Lon- 
don School of Printing. Following 
periods with St. Clements Press, 
Hazell Watson & Viney, and Sun 
Printers, he joined George Newnes 
in 1951. Three years later he 
moved to Drury House, and since 
1954 has been concerned with NTP 


P. O. Barnett has joined Harris 
Lebus Ltd... Finsbury works as 
advertising manager. 

* * 7 


Peter Maxwell Bedford, Black 
pool's deputy director of attractions 
and publicity, has been appointed 
publicity manager at Margate in 
succession to G. E. Johnson, who 
has taken up a similar post at 
Brighton. 

. * * 


Appointments to the News 
Chronicle advertisement department 
include: John Lindsey Callway, 
who will deal mainly with agency 
contact; E, Allen Cavanagh, motor- 
ing advertising; and John Jewell, 
who came from Punch. 

* * * 


G. A. Truss has been appointed 
advertising manager of William 
Whiteleys, Ltd. 


J. C. Shaw 


J. L. Callway E. A. 


Aprit 6, 1956 


Marcus Tillotson 


management, circulation and pro- 
duction. 
* - 7 

Norman Peckett, works manager 
of Highland News Ltd., Inverness, 
has left to become assistant general 
manager of Leamington Spa 
Courier, Midland Daily Tribune, 
and Islington Gazette group. 

- > - 

John C. Shaw has been appointed 
account executive with Nelson 
Advertising Service Lid. For the 
past year he has been assistant 
advertising manager with Oxo Ltd 
and for six years previously was 
with the Beecham Group, latterly as 
eens manager of Lucozade 

td. 
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J. Jewell 


Cavanagh 


Leslie A. Mander has been ap- 
pointed to succeed Clifford F. 
Walters as advertisement manager 
of TV Times. Mr. Walters joins 
the staff of the Daily Mail Idea! 
Home Exhibition. 

* * * 

Colan MacArthur, recently ap 
pointed head of the Rank Organ- 
isation’s new distribution structure 
in Latin America, has been elected 
to the board of J. Arthur Rank 
Overseas Film Distributors, Ltd., 
London. 


* * * 


John P. English has left Grant 
Advertising, Ltd., to become adver- 
using manager of Jenson & Nichol- 
son, Ltd 


* . * 


John B. Butler has joined the 
boasd of Lee & Nightingale Adver- 
tising Ltd. 
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The Northern Echo, with a circulation of 110,294 
is the only local morning newspaper for a vast area 
of north-eastern England. 


About 17,647 copies or 16% of the total sale enter 
the households of Darlington, where the Echo Is 
i % i ol il published; this represents a concentration of 
MN m i) cn over 6%7°%, of the families in the town. 


Waitt 

i i (hh Ht Hn | mi _ The remaining 84% is spread among households 

i Hil from the Tyne to the West Riding, from the 

upper dales to the North Sea. This is one of 
the most prosperous parts of the country, where 
the heavy industries include coal-mining, steel- 
works, bridge building, shipyards, textile mills and, 
not least, agriculture. Many Northern Echo 
readers are engaged in these trades, where output 
ts rising and wages are high. 


Hl it 


Advertisers will find the columns of the Northern 
Echo an economical and rewarding medium for 


reaching these prosperous people. 


DARLINGTON 
_—_ ' a A.B.C. 110,294 
ONE “OF THE WESTMINSTER. PRESS GROUP OF PROVINCIAL seorcuste 
in a 
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TV contractors ‘will soon correct rates’ 


says TAM chief 


INCREASE IN REVENUE FORECAST 


TAM (Television Audience Measurement) is likely to be 


launched in America. 


Bedford Attwood, governing director. 


told pressmen at a luncheon following a tour of inspection of 
the TAM works and offices at Berkhamsted last week, that 
his wife was visiting the USA to discuss this possibility with 
a number of interested parties and with organisations with 
whom TAM might be prepared to work. 


TAM already operates in a 
number of European countries. 

Mr. Attwood said that there 
was great need to stress the 
“astonishing success” that had 
been achieved by the Independent 
Television Authority and the pro- 
gramme contractors over the past 
six months. The ITA had beaten 
the BBC—‘“and will quite obvi- 
ously continue to beat them.” 

The programme companies 
were now engaged in the very 
difficult business of finding the 
exact amount of money they 
could charge for a given com- 
mercial spot. 

“That,” he said, “is a situation 
which we are watching very 
closely. My own view is that the 
programme companies will right 
that situation rapidly, and we 
shall see a very substantial 
increase in revenue in the next 
few years and a growing ability 
on the part of the programme 
companies to give better pro- 
grammes and make a profit.” 


Speed essential 
Speaking of TAM’s minute-by- 
minute reporting — “which is 


something that Americans have 
never conceived”—Mr. Attwood 
claimed that speed was most 
necessary for commercial tele- 
vision in this country, because 
advertisers and agents were 
primarily interested, not in the 
programmes, but in the audience 
at the moment when their com- 
mercials were showing. 

The guests were welcomed at 
Berkhamsted by Martin Mad- 


New film company 


Anvil Films (Scotland) Ltd. has 
been registered as a new company 
to make, produce, acquire, rent, 
hire or otherwise exploit films, 
film strips, still pictures, television 
and/or other radio entertainment 
or performances. Capital is £100 
in £1 shares. Subscribers are 
Kenneth Cameron, of Kenton, 
Middlesex, and Lindsay M. Scott, 
of Glasgow. 


walkers 


(showcards) (UR URsy. 


_ MANCHESTER | 


dan, MP, executive director. 


The party were conducted 
round the operations centre by 
Mr. Maddan, J. Austin, the 
manager of the centre, and his 
assistant, D. Firnberg. 

One room, however, which 
they were not allowed to enter, 
was concerned with the produc- 
tion of a “Tammatic Audience 
Reporter.” 

Still in the secret stage, this 
new product will determine the 
composition of the total audience 
and not merely households. 


‘HOLD TV 


With a warning that almost 90 
per cent of TV commercials 
have been “wasteful,” Eric 
Boden, managing director of the 
Schwerin Research organisation 
in Britain, proposed this week an 
industry-wide conference to deal 
with the crisis in TV rates, which 
he believes is caused by a false 
conception of television “circula- 
tion.” 

At the conference, TV chiefs 
would be given by Schwerin for 
the first time ever the general 
results of the organisation's 
research on over a million people 
in America, Canada, and Britain. 

“Now that agreement has 
finally been reached, after almost 
a year’s study, on quantitative 
TV research, I think the industry 
should turn to the vital qualitative 
matter of the commercials them- 
selves,” said Mr. Boden. 

“The recent panicky revision 
of rate structures, resorting to 
giveaway advertising, indicates 
how vividly the old yardstick of 
cost-per-thousand is bedevilling 
TV thinking. It’s a great pity, 
because this view of ‘circulation’ 
completely ignores the distinct 
advantages of commercial tele- 
Vision. 

“Even after six months’ ex- 
perience,” he continued, “it’s 
amazing how many British firms 
are still basing their television 
campaigns on press-style adver- 
tising. Only a few campaigns 
have been planned to take ad- 
vantage of TV's true selling 


FOOD FAIR 


Aug28-Sept Adderassion 2'6 : 


Chidren 16 all day 


This is the poster which will be 

used to advertise the British Food 

Fair, sponsored by the “Daily 

Express,” at the Grand Hall, 

Olympia, from August 28 to Sep- 
tember 15. 


CONFERENCE’ CALL 


potential. There are some pro- 
ducts on the air which would do 
much better in press advertising. 
Powerful as TV is, it’s just not 
suitable for all types of adver- 
tisers.” 

He believed there would have 
been no need for rate cuts if ad- 
vertisers and agencies had made 
better use of TV. 

“If we had more ‘success 
stories’ to talk about,” he said, 
“we would have less time for 
worrying about statistical fictions 
like circulation. That we have 
not is clear proof of the amount 
of waste in the almost 10,000 
commercials broadcast since 
September.” 


TV pull ‘greater 
than expected’ 


Increased sales for products 
advertised on commercial TV, 
but not through any other 
medium, have been reported by 
Quorn Specialities Ltd., Leicester. 

Following two one-minute par- 
ticipations in the women’s adver- 
tising feature at 4.30 p.m. on the 
Birmingham station, the demand 
for the two products, an onion 
sauce and a _ parsley sauce, 
“reached a level beyond our own 
optimistic estimates,” say Quorn. 

The programme was produced 
by Advertising Features Ltd., of 
which Leon Goodman is chair- 
man. 


Office moves 


With effect from the beginning 
of this month, Alfred Bates & 
Son Ltd.'s Liverpool office address 


was: Sefton House, Exchange 
Street East, Liverpool, 2. 
Bates say that when their 


Liverpool office was opened in 
1930, Exchange Buildings “were 
entering the blue-print stage.” 
The buildings have taken 20 
years to complete, and Bates 
occupy a first-floor suite in what 
is the biggest office block in the 
North of England. 


70 calls after spot 

When Ariel fitted nylon sheets 
were advertised on commercial 
TV’s “Home with Joy Shelton” 
programme, Fogartys of Boston 
invited viewers to telephone direct 
for further information. The 
result was more than 70 tele 
phone enquiries during the after- 
noon. 


Cinema trade report to carry ads 


The Cinematograph Exhibi- 
tors’ Association Film Report— 
the fortnightly official publication 
sent to 4,343 members, proprie- 
tors and managers of, it is 
claimed, 97 per cent of Great 
Britain's cinemas—is to take 
advertising. William Samuel & 
Co. (London) Ltd. have been 
appointed the representatives. 

In a letter to advertising agents 
and others, Ellis F. Pinkney, 
general secretary, CEA, says that 
cinema managers are large pur- 
chasers of confectionery, cigar- 
ettes, soft drinks, ice cream and 
similar products for their 
patrons. 

The annual 


attendance at 


cinemas (Board of Trade figures) 
is 1,275 million and the average 
expenditure on such items is 3d. 
per attendance—an annual total 
of over £14,500,000 

The Film Report would, he 
claims, also be a useful medium 
for manufacturers of soaps, 
cleansers, disinfectants and equip- 
ment and furniture for cinemas. 
When a number of cinemas are 
under the same ownership, Film 
Report is sent to the actual 
buyers. 

The rates are: £35 per page, 
£18 10s. half-page, £10 quarter- 
page. Agency commission is 15 
per cent. Application has been 
made for ABC membership. 
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Get it known 


POSTERS COMPLETE THE CAMPAIGN 
WITH REPETITION IN COLOUR 


“BRITISH POSTER ADVERTISING ASSOCIATION LONDON POSTER ADVERTISING ASSOCIATION LTD. 
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London 


COI man wins 


“The position of Lord Mayor of 
London is unique,” said Sir Seymour 
Howard, former Lord Mayor of 
London, when he spoke to a meet- 
ing of the Publictty Club of London 
at the Waldorf Hotel last week. He 
said that past Lord Mayors could 
be called upon to deputise for the 
present Lord Mayor if he was out 
of the country, and he hoped to be 
present at a luncheon held in honour 
of the Russian leaders at the Man- 
sion House on April 20, when the 
present Lord Mayor would be in 
New York. 


During the trip he made to Russia 
when he was Lord Mayor. Sir 
Seymour said he made five broad- 
casts, and he believed he was the 


first person from this country on a 
visit to Russia to broadcast over the 
Soviet radio since the war. 


The visit of the Russian leaders 
to this country was a good thing, 
added Sir Seymour. “However 
much we may disagree with it, it will 

rovide an opportunity for the 

leaders of the two countries to get 
together for discussions. The iron 
curtain will never be demolished if 
we both keep to our respective 
sides,” he said. 

After his talk Sir Seymour pre- 
sented the Crawford Cup to Andrew 
Watson for his television script 
“Heart of London.” The cup is 
awarded annually for the best 
thesis on a particular advertising 
subject. This year the competition 
was for a television programme pre- 
senting London to the rest of 


Britain. 
Both Mr. Watson and Vera 
Thorne, the previous holder, work 


in the campaigns division of the 
Central Office of Information. Mr. 
Watson has been with COI for eight 
years and has specialised in Govern- 
ment advertising campaigns, exhibi- 
tions and publications. He was 
formerly with S. C. Peacock Lid., 
and was for a time assistant publicity 
manager of Mullards. 


Crawford Cup 


Nottingham in 
the final 


The Northern area contest of the 
National Advertising Public Speak- 
ing Competition between Leeds, 
Nottingham and Sheffield was won 
by the Nottingham team. The win- 
ners will appear at the final, which 
will be held at the Grand Hotel, 
Birmingham, on Saturday, April 21, 


at 2.30 p.m. 
The comneting teams were, 
Leeds: W. Diggle, J. R. W. Worral 


and J. Kirwin; Nottingham: J. E. 
Hughes, F. Darking and G. F. 
Stagg; and Sheffield: R. W. Chap- 
man, H. L. Evans, and J. Bury. 

J. R. W. Worral, Leeds, was 
judged the best individual and best 
impromtu speaker. Chairman was 
G. H. Parker, president of the Pub- 
licity Club of Nottingham. 

The contest was organised by 
J. E. Ortton. 

. * * 

The Publicity Club of Bristol and 
the Publicity Club of London meet 
to-morrow (Saturday), in the 
Southern Area final of the National 
Advertising Public Speaking Contest 
in the Lancastrian room of Caxton 
Hall at 2.20 p.m. 


Southampton 
More direct mail 


in America 


Speaking to the Publicity Club 
of Southampton, on “Direct Mail 
Procedure,” J. S. Netter, managin 
director of British & Intennationa 
Addressing Ltd., made comparisons 
between this country and the USA. 
He pointed out that while some 15 
per cent (£450 million) of American 
advertising expenditure was reserved 
for direct mail, even the most liberal 
estimate did not suggest that more 
than 5 per cent of British expendi- 
ture was allocated for the same pur- 
pose. For every shot mailed by 
British advertisers, as many as 24 
were mailed by their opposite 
numbers across the Atlantic. 


eee 
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Sir Seymour Howard presents the Crawford Cup to Andrew Watson. 


On the top table at the 1956 Publicity Club of London Gala at Grosveno 

Jack Train, Reg Cooper, 

replying to the toast of the Publicity Club of London, Mrs. Jack Train 
Stuart Mander, Mrs. Mander and Wm. C, Thielé. 


House were (left to right) 


Norwich 


‘Every citizen has quality of an 
ambassador’, says Sir Stephen 


Dealing with the modern aspects 
of the growth of publicity, to the 
extent where the national bill for 
it was caiculated at £300 million, 
Sir Stephen Tallents told members 
of the Norwich Publicity Associa- a 
tion there was a personal kind of 
public relations work in which every 
inhabitant could not fail to take 
part. 

Everyone made some impression 
upon his neighbours, upon stran- 
gers and foreign visitors they came 
into contact with. The humblest 
servant of every business had some- 
thing of the quality of an ambassa- 


dor for community and his 
business. 
= voice ™ 
Golf 
Poppinjays’ spring 


meeting 


First golf meeting of the 1956 
season ot the Society of Poppinjays 
will be held at Laleham-on-Thames 
on Saturday, April 14. Singles 
medal will be played in the morning 
for the Helen O’Poppins Trophy, 
and greensomes against bogey in the 
afternoon. 

This year's president is G. Ward 
Gough, with Bernard Mulcahy as 
honorary treasurer and Anthony H. 
Harris as honorary secretary. 


chairman, who i 


There must be great scope fo 
ensuring that everyone who live 
in Norwich, when in contact wit 
the outside world, “sold” ity 
All good publicity for the city wa 
ain for its own people. 


Publicity Club of Wolverhamptor 
Sir Stephen claimed that 
one of the first holders of the titl 
relations officer” i 
United Kingdom. when he assume 
this title at the GPO in the °2 

He recalled one of the early ide: 
for which he was responsib.e—th 
selection of the “TIM” girl, 
the Post Office made a nation-wid 
search for the “girl with the golde 


“public 


Bradford 
Wool will remain 
‘queen of fitres’ 


Unless wool became extreme 
expensive there would always be 
world-wide 
Foster 
Worsted Spinners 
told a luncheon meeting of the Brac 
ford Publicity Association. 


The future of wool was assure 
would continue to be u 
“queen of fibres,” 


and it 


Monday, April 9 


ADVERTISING CHRISTIAN GROUP 
annual general meeting. St. Bride's 
Church, Fleet Street. 

Tuesday, April 10 

DISPLAY PRODUCERS AND SCREEN 
PRINTERS ASSOCIATION mem ers" 


evening meeting. Horse Shoe Hotel, 
Tottenham Court Road, W.1. 6.30 
p.m.. 

BRITISH ASSOCIATION OF INDUSTRIAL 
EDITORS luncheon meeting. Speaker 
Jchn Arlott. Shaftesbury Hotel. 
PUBLICITY CLUB OF SUNDERLAND 


grand finale 

Wednesday, April 11 

INSTITUTE OF PUBLIC RELATIONS lun- 
cheon meeting. Mr. Iain Macleod, 
Minister of Labour, on “Pride of 
Country.” Criterion Restaurant, 
W.1. 12.45 p.m 

PUBLICITY CLUB OF SHEFFIELD lun- 
cheon meeting Percy Cudlipp on 
“Personalities and the Press.’ 


AD MAN'S DIARY 


INSTITUTE 
ADVERTISING annual general meeting, 
Belgrave 
Dorchester Hotel 
MANCHESTER 
luncheon $ 
“Production of Televisicn Commer- 
cials from Storyboard to Transmis- 
sion.”’ : 


Thursday, 
BIRMINGHAM PUBLICITY 
annual banquet, 
mingham 
SOUTHAMPTON PUBLICITY CLUB lun- 
cheon meeting. 
Harris 

Friday, April 13 
PUBLICITY 
speaking 
Connaught Rooms. 
PUBLICITY 
cheon. Speaker 
Bell Hetel, 


PUBLICITY ASSOCIATION 


Miss Naomi Jacob 


Transportation advertising? 


ask MASONS 


33 NORFOLK STREET STRAND, LONDON, W. 
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are proud to inform you that their outside Broadcast television cameras will be 
covering in coming months all the following 


MAJOR SPORTING EVENTS 


many of which are exclusive to ITV 


ll these actuality programmes will be under the supervision of Mr. Keith Rogers, ATV Operations Controller and formerly 
Senior Outside Broadcast Producer, BBC. 


ATURDAY, APRIL 7 SATURDAY, MAY 12 


SOCCER—Amateur Cup Final (2ndhalf) | ROYAL WINDSOR HORSE SHOW 


(London station 3.50—4.50 p.m.) (covered on London station exclusively by ATV) 


ATURDAY, APRIL 28 SATURDAY, MAY 26 


RICKET—Duke of Norfolk’s XI v. CRICKET—M.C.C. v. Australians 
Australians 


(covered on London station exclusively by ATV: (arenes em tment ty SEY) 
intermittent between 12.50 and 6.30 p.m.) 


MONDAY, MAY 28—TUESDAY, MAY 29 


HOW oo of Olympic | GRICKET—M.C.C. v. Australians 
a 


(covered on London station exclusively by ATV 3.0—3.45 p.m. (covered on Midlands station exclusively by ATV) 


ATURDAY, MAY 5 THURSDAY, JUNE 14—FRIDAY, JUNE 15 


OCCER—Cup Final RICHMOND ROYAL HORSE SHOW 


(London station, afternoon) (covered on Midlands station exclusively by ATV) 


HURSDAY, MAY 10—FRIDAY, MAY 11 SATURDAY, JUNE 16 


OYAL WINDSOR HORSE SHOW RICHMOND ROYAL HORSE SHOW 


(covered on Midlands station exclusively by ATV) (covered on London station exclusively by ATV) 


This list is not exhaustive, and coverage of other main sporting events is being negotiated. 


TIME IS RUNNING OUT—SO BOOK IT NOW! 


Gp. 
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This Lucas Batteries sign outside Westland Row Railway Station, Dublin, 


is described as the largest lighted sign in Ireland. 


by J. Taylor & Co., L 


through Transport Subsidiary Ltd. 


It was made and erected 


td., of Portobello, Dublin, and the space was booked 
on behalf of Lucas Batteries by 


McConnell's Advertising Service Ltd. 


MORE SPENT ON CARPET 
PROMOTION IN 1955 


Full details of last year’s promotional activities to increase the sale 
of British carpets are given in the Federation of British Carpet 


Manufacturers’ annual report for 1955. 


The Federation’s sales pro- 


motion scheme, for which the British Carpets Promotion Council is 


responsible, is now in its third year, states the report. 


During 1955 


the allocation towards its cost was once again increased. 


The pattern of the scheme 
followed closely that of 1954, 
says the report, except that the 
advertising campaign in mass 
market magazines was extended 
to cover the whole year. 

“Special promotion drives 
were made in the spring and the 
autumn—the peak selling periods 
for carpets. Retailers were pro- 
vided with display material and 
an advertisement design service 
which enabled them to take ad- 
vantage of the national publicity, 
by repeating the theme locally in 
their own windows and news- 
papers.” 


Five promotions 


Demonstrating how much work 
was carried out during the two 
and a half years since the council 
was formed, the report lists the 
following results: five distinct 
sales promotion events were 
organised ; 46,000 packs of dis- 
play material were distributed to 
retailers; 9,843 advertisement 
matrices/stereos were supplied to 
retailers on request; 902 com- 
posite pages were published in 
newspapers ; 178.723 column 
inches of advertising and editorial 
matter about carpets appeared in 


Off-duty gift 

A range of home handyman 
portable electric tools was pre- 
sented on Wednesday by Wolf 
Electric Tools Ltd., to the keepers 
of the Wolf Rock Lighthouse, 
seven miles south-west of Land's 
End, to provide them with addi- 


tional off-duty interests. Local 
dealers were invited to make use 
of local press advertising and 


window displays to tie in with 
the event. 


PUBLICITA 


newspapers in connection with the 
special sales promotion events ; 
and there were seven radio and 
television items. 

Other promotional events in- 
cluded four major exhibitions, 
the training of 3,385 salesmen. 
who attended 41 training courses, 
and the release of 695 editorial 
stereos, 960 photographs and 
4,250 press sheets to newspapers 
for use. Over 300,000 copies of 
the booklet “How to Choose and 
Care for Carpets,” were also dis- 
tributed. 

The report pays tribute to the 
Promotion Council's promotion 
officer, G. H. Davidson, and his 
staff. “The facts and figures are 
impressive, and enable one to 
appreciate the vast amount of 
work that has fallen upon the 
shoulders of Mr. 
his staff,” it says. 


Davidson and 


Behind the scenes at Twickenham 
Studios during the production of one 
of a series of 15-second TV com- 
mercials for South African grapes 
and pears by Presbury Film Produc- 
tions Ltd. Agents are Mather & 
Crowther Ltd. 


All-British 
trade fair 
in Finland 


At the annual meeting of the 
Finnish-British Trade Association 
in Helsinki, Sir Norman Kipping, 
director-general of the Feder:ition 
of British Industries, announced 
plans for the holding of an all- 
British trade fair in Helsinki in 
September, 1957. 

The fair, he said, would be 
sponsored jointly by the FBI, the 
London Chamber of Commerce 
and the Finnish-British Trade 
Association, and would be or- 
ganised by the FBI's subsidiary, 
British Overseas Fairs Ltd. 

Sir Norman pointed out that 
British exports to Finland in 1955 
amounted to £42 million—exactly 
double the 1953 figure. Britain 
was Finland's largest supplier, 
iccounting for 20 per cent of her 
imports, and also her biggest cus- 
tomer, taking 25 per cent of her 
exports. 


Machinery needed 


[he recently-concluded Anglo- 
Finnish trade talks “hold out 
good hopes of further liberalisa- 
tion of trade” and an increase in 
imports from Britain. Much 
equipment needed for the 
mechanisation of agriculture and 
forestry and the expansion of 
Finland's industrial production, 
already twice what it was before 
the war. UK firms interested in 
trade with Finland regarded such 
a fair as a valuable means of 
consolidating and improving their 
position. 

The fair will be held in the 
Messuhalli, in Helsinki, where 
two exhibition halls will provide 
ibout 50,000 sq. ft. of exhibition 
space, with space outside for 
open-air exhibits The cost of 
space will be 13s. per sq. ft. in 
side and 6s. outside. 

Special features planned in 
clude a model farm and a fashion 
show, backed by cultural and 
sporting events. 


was 


Stage-coach in ‘better roads’ drive 


A six months’ 
crusade for 
officially 


long, 24-town 
better roads was 
launched at the Royal 
Festival Hall yesterday (Thurs- 
day), when a fleet of vehicles 
headed by an 84-years-old stage- 
coach, the Perseverance, with four 
girls dressed in period costume 
on board, was sent on its way. 
The crusade has been organ- 
ised by the Roads Campaign 
Council to focus attention on the 
road problem and a stage-coach 
is being used because “Britain's 


Publicitas is the leading and largest adver- 
tising organisation with 50 branch offices. 
General information and 

exact estimates are supplied free and 
without obligation to you. 

Write to our fully equipped 

Foreign Department, 

15, Rue Centrale, Lausanne. 


Aprit 6, 1956 


This will be the symbol for the dair? 


industry's Festival Month in June 
(ADVERTISER'S WEEKLY, Februar 
17). Jt will be organised by the 
National Milk Publicity Council 


Name change in 


Rank group | 


British Optical 


and Precisiwy4 


Engineers Ltd. have changee 
their name to Rank Precisio 
Industries Ltd. This was afr 


nounced last week by T. A. Law 
managing director, who said tha 
it was considered that it wouk 
be advantageous, particularly 
the overseas markets if the siz 
and facilities of BOPE and th 
organisation's close associatio 
with the Rank Organisation wer 
more widely known. 

All activities of the graup wi 
carry on as before. 

BOPE was formed in 1948 
co-ordinate a number of cor 
panies into an effective organisa 
tion in the cine, optical and pr 
cision engineering fields 


New ISPA member 


Organizzazione  Pubblicitar 
Schermo, of Corso Italia 15 
Milan, Italy, has been admitte 


to membership of the Intern 
tional Screen Publicity Associ 
tion 


This company, which is ope 
ated by Oscar Maestro and D 
Massimo Momigliano, will repre 
sent ISPA in Italy. 


roads were built in the stag 
coach era and have yet to 
modernised for the 64 millio 
motor vehicles which now thror 
them.” says the Council 

The crusade will visit, one 
week, 24 of Britain’s most cor 
gested towns and cities. In eac 
town five mobile daylight cinen 
vans will set up at street corne 
car parks and outdoor meetis 
places showing films about tl 
cause of and the answer to t 
day’s traffic jams 
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Published twice a 
month from April 16th 


Reaching 20,000 buying readers twice as 
often gives I.E.N. greatly enhanced value. 


CIRCULATION The 20,000 production executives who will 
now receive Industrial Equipment News twice monthly are all in 
positions which enable them to purchase or influence sales. Copies 
of the journal are sent to named individuals whose designation is 
known. 


READERS Readers will welcome this more frequent appear- 
ance of I.E.N. because it will keep them right up-to-date regarding 
new products. The concise, informative editorials will thereby 
assume a greater importance and have additional value. 


ADVERTISERS More frequent publication will create 
increased interest in |.E.N. and enable advertisers to double the 
force of their appeal. This intensification of publicity will prove a 
boon to those who wish to reap full benefits from the marketing 
of new products. A new lower advertisement rate has been intro- 
duced for eighteen and twenty-four insertions. 


A Write for copy dates and other details to: 
INDUST E UIPMENT NE 
TOTHILL PRESS a! SS md 
33 FOTHMULEL BIREET. LONDOR., SAW ut. 
PUBLICATION Telephone : WHitehall 9233 (20 lines) Telegrams : Trazette, Parl, London. 
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ADVERTISER’S WEEKLY 


COMMENT 


DON’T KILL THE 
CUSTOMER ! 


When the master printers and the 
representatives of four print- 
ing craft unions meet at the 
Ministry of Labour to-day their 
immediate task will be to settle 
the wages and conditions differ- 
ences which led to the dispute. 
More important, however, is 
the need for a long-term plan 
for peace in the industry. 


Twice in five years there has been 
turmoil in London and dislo- 
cation in the provinces. That 
is more than an industry can 
stand, and more than its cus- 
tomers should be expected to 
tolerate. 


It is too early yet to assess the 
full effects of the restrictions 
and eventual complete stop- 
page, but large and small 
journals have suffered severely 
during the past three months. 


Future hopes 


Every print user hopes that a last- 
ing settlement will emerge from 
the negotiations. The require- 
ments are: 


®@ Long-term stability with an 
agreement lasting perhaps 
even longer than the pro- 
posed three years. 


@A wage structure on two 
levels, with the craftsman 
given recognition for his 


@ An agreement to increase 
productivity and cut costs 
by greater efficiency. 


®@ Recognition of the fact 
that, if charges soar, much 
print may be priced out. 


Bitter background 


All the differences within the in- 
dustry—and many of the print 
buyer’s problems—could have 
been settled by negotiation last 
autumn, before the old agree- 
ment expired. But masters and 
men permitted a drift into 
chaos. Now they must talk 
against a background of bitter- 
ness after losses on both sides. 


Their customers make a small 
request: Let proper negotia- 
tions begin months in advance 
of termination of the next 
agreement. For failure’ to 
maintain production is the 
quickest method of killing the 
customer. 
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TALKING POINTS 


Distribution needs a powder when ads 


pull to empty shelves 


_— advertise a product is one 
thing; to have it at the 
point-of-sale is another. 

Why is it that potential pur- 
chasers, persuaded by sound 
advertising that they want 
something, are unable to buy 
it at the time and place of their 
choosing? 

Is the advertising too good 
for production? Or is distri- 
bution bad? 


The Beecham Foods concern 
made no bones about it when 
things went awry with their dis- 
tribution. They sent for the 
wholesalers. And the National 
Federation of Wholesale Grocers 
and Provision Merchants adver- 
tised the state of affairs in no 
uncertain terms. 


An announcement in the trade 
press declared: “It takes a big 
business—bi 
detect the beginnings of a eek 
down within its own organisa- 
tion, diagnose the cause, and then 
swiftly prescribe an_ infallible 
cure. Beecham Foods Ltd. is a 
big business. Its remedy is—the 
wholesaler.” 

It has never been suggested 
that any of these products was 
not there when the customer 
called, but the development is 
evidence of the problems of dis- 
tribution and the attention being 
paid to them. 


WASTED MONEY 


PECIFIC evidence can often 
be produced, however, of 
goods not being on the shelves 
when the ad attracted customer 
arrives in the shop. 
Gerald J. S. Beedle, of Bristol, 
has done a little personal research. 
His conclusion : “I never cease 
to wonder at the money so 
liberally expended on press ad- 
vertising which is not allowed to 
bring its sponsor any return.” 
His evidence: “In a period of 
three months I sought a wide 
range of commodities and not 
once found them in stock locally 
although my enquiry was 
prompted by press advertising. 
“In the West of England at any 
rate, the shopkeeper will always 
‘order it for you’ (and this means 
ten weeks’ delay usually), but 
never, oh dear me never, will he 
take a risk and stock an item in 


“Peccesmewess* woereeee 


Taner seca Uedvartieomanh Gesangen Cancun telaties Geereage Uamans thonener or 47 Hertford Street Mayfair London W. |. 


advance. The items I have been 
unable to buy include: 

“Chubb Lock (not stocked by 
retailer or factor in spite of very 
heavy current advertising); Sello- 
tape (6 small rolls was the com- 
plete stock of the largest stationer 
in Bristol); chrome protector (in 
the largest Halford branch they 
had one small tin); firebricks (to 
fit the best known all-night fire 
sold), Plantoids—leading market 
gardeners had never heard of 
them; and a local furnisher 
spent good money on a line block 
display in the local press but the 
day following publication said 
delivery was expected ‘in about 
a month.’” 

The danger in all this is empha- 
sised by Mr. Beedle’s assertion 
that he is “beginning to ignore 
press advertising completely, as 
it is almost a certain guarantee 
that the goods will not be avail- 
able.” 


LOTS OF LUCK 


T’S good luck for the adver- 

tiser when a story linking 
directly with his appears next to 
his announcement. 

In an evening paper over 
Easter a display ad for holidays 
in Northern Ireland appeared 
next to a story describing the 
attractions of the Six Counties. 
Details were given of fares and 
hotel facilities, and the tourist 


bureau was quoted as welcoming 
children and dogs. 

Advertising agents say some 
advertisers are having lots of luck 
these days. 
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| First lady of 
| the ad? 


Faces of stage and screen| 
stars peer—some say “leer’’—| 
with monotonous regularity | 
out of ads to-day urging thel\ 
purchase of everything from| 
sweets to soap. The saccharine | 

j smile is the stamp of publicity | 
for many products. i 
When did it all begin? 1 
Ellen Terry, the first lady of | 
| the stage half a century ago, 
| was setting the fashion for this 
| sort of thing as far back as 
1 1910. Was she the first? ask 
| Tootal Broadhurst Lee Com- 
| pany Lid. 
1 Just uncovered in the com- 
| pany's archives is a copy of a 
| letter Miss Terry wrote prais- 
ling their Lissue handkerchiefs | 
las “ perfect.” 
1 When this appeared in the 
I newspapers of the day it was 
laccompanied by a picture of, 
the actress wearing a five- 


tiered straw hat decorated, 
with an outsize silk rose.| 
I Miss Terry's favourite hand-| 


kerchiefs cost 64d.—and if one | 
lost its celour in the wash the| 
customer got six free ones. l 


TO-MORROW’S TOPICS 


@ Provincial newspapers are plan- 
ning a vigorous fight for more 
national advertising revenue. 
The Newspaper Society is con- 
sidering an ambitious promo- 
tion scheme, and a decision 
whether or not to go ahead 
with it will be taken soon. 


@A leading magazine publisher 
well established in the con- 
sumer field is considering an 
extension into trade paper pub- 
lishing. The aim would be to 
buy up existing journals. 


@ Several publishers have plans 
for new controlled circulation 
publications. One expected to 
appear shortly may appeal 
strictly to hardware retailers. 


® Heavy promotion is planned 
for frozen food in Scotland, 
where sales are climbing 


sharply after a slow start. 


odsnceveonuee*s?” 


THE SPECIALISED * 


@ Book sales from __ specially 
designed dispensers are to be 
developed in self-service stores 
Pocket editions of best sellers 
are being prepared for the 
venture. 


@ The scope of milk publicity 
north of the Border is to be 
widened to take in many 
industries as well as mining. 
The aim will be to develop 
the canteen as a major outlet. 


@ Another challenger will appear 
soon in the single-edged razor 
blade market. 

@ Lipton, famous for tea, are 
entering the animal 
market with the purchase of 
Vitality Mills in Chicago. 
International developments are 
expected. 


ROUND}TABLE 
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Whenever big men 
get together... 


Wherever big men in the engineering world get together you'll find MACHINERY 
MARKET. It will certainly be so at the Machine Tool Exhibition at Olympia, for 
MACHINERY MARKET is publishing three special issues to mark the occasion. 

~ MACHINERY MARKET for June 15th will be mailed widely overseas so that buyers get 
a preview of what is to be shown. The issues of June 22nd and 29th will be devoted to 
individual stands. In addition to the usual features, many special exhibition articles have 
been commissioned and all advertisements relating to the Exhibition will be printed on special 
cream art paper and will be bled with this slogan . . . SEE IT AT OLYMPIA. 
If vou have machinery to sell (new or second hand) these special exhibition issues of 
MACHINERY MARKET present you with a unique opportunity of reaching the right 
men at the right time. 


MACHINERY MARKET 


THE commercial engineering journal 


Every form of manufacture is covered by MACHINERY MARKET—all who use or 
need machinery and engineering material. A supplement published each week 
contains an immense selection of plant for sale, wanted and for auction. An 
annual subscription of 55]- includes the Machinery Market Trades Index 


™ FRIDAY 


Hii 


THE MACHINERY MARKET LIMITED, 146A QUEEN VICTORIA ST.,E.C.4. Tel: CITy 1642(6 lines) 
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Remember the Peacock... 


It is the symbol of a very good 
marketing and advertising agency. 

Come and see us if you are interested 
inseeing howamodernagency works. 


S$. C. PEACOCK + LIMITED Incorporated Practitioners in Advertising 


MADDOX HOUSE, 215/221 REGENT STREET, LONDON, W.1. REGent 1061. 18 LLOYD STREET, MANCHESTER 2. Deansgate 5691 
21 LEIGH STREET, LIVERPOOL. Royal 6861. RUSKIN CHAMBERS, 191 CORPORATION STREET, BIRMINGHAM. Central 7705 
and CHAPMANS ADVERTISING LTD., HORTON STREET, HALIFAX, Halifax 4781 
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REVIEW OF ADVERTISING rae - 
This is one of the 


richest 

children 
in the 
world 


‘Your King and Country Need You.’ 
Remember the old 1914 ad? Its lessons 
still hold good to-day: 


Always put the news 


in the front line 


says COPYTASTER 


r - ~ 
. OFLROTA ROSE WF SYRUP 


R® ENTLY I found myself 


Certainly I have never heard 


in serious danger of hav- 
ing to write a very large, aill- 
type advertisement with the 
simple headline: “Announce- 
ment about X” or—as a 
special concession — “News 
about X.” 


of even the most inexperienced 
mail-order man—or anyone else 
who could count up his résults— 
using such a headline even when 
he did have some genuine news 
to tell. At all events, the chore 
did not appeal to me, and with 
the skin of my teeth I escaped. 


In Copytaster's 
opinion the head- 
line which has been 
given to this adver- 
tisement just gets a 
verdict of “Not 


' Delrosa. 


Daily ee 


ROSE-HIP s¥RUP 


guilty.” Few 
women and fewer 
mothers will not 
be attracted by it. ee qnene wate vewss Gapwme! Wad 


That the advertisement would, 
in fact, contain no news or any- 
thing resembling news that had 
not already been’ extensively 
published was apparently of no 
importance. They who must be 
obeyed were convinced that the 
word “Announcement” or 
“News” would automatically get 
the copy read by all (or nearly 
all) the prospects. 

They may have been right. 


Afterwards, however, I re- 
membered something that has 
almost certainly never been told 
before, and I am telling it now 
to remind you that even 40 
years ago such headlines were 
felt to be something less than 
ideal. 


Committee of experts 


At the beginning of the 1914 
war the government appointed a 
committee of three advertising 
experts to advise them on the 
best way to attract recruits. It 
was the first time the government 
had ever consulted the advertis- 
ing industry, and the three 
experts were naturally anxious to 
do well. 

Sir Charles Higham favoured 
big advertisements in the news- 
papers—perhaps with a Union 
Jack as an_ illustration. Sir 
Hedley le Bas and Thomas 
Russell considered that posters 
would be more effective, as the 
message could be told in half a 
dozen words or so. 


“Get a real car- 


like my new Austin” 


Shocking the gentlemen 


And then one member of the 
committee had misgivings. 

These people in Whitehall 
assuredly regarded advertising 
men as witch doctors, hucksters 
or cheapjacks. Higham’s plain 
blunt words and the colourful 
posters would be a great shock 
to them, and their worst fears 
would be confirmed. 

Fairly soon they had the ideas 
for the two famous posters— 
Lord Kitchener pointing at the 


@ Continued on page 20 


MESSENGER 


SOUTH EASTERN 


GAZETTE 


CHATHAM 


OBSERVER 


While praising the original 

approach of this advertisement, 

Copytaster wonders whether it 
will do a selling job. 


Fleet St. FLEet St. 7500. Head Office: Maidstone 3388 
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Copytaster recalls when the ad 
men failed to shock Whitehall 


reader and saying “Your King 
and Country Need You,” and the 
little girl saying “What did you 
do in the Great War, Daddy?” . 
“We ought to begin by doing 
something they thoroughly 
understand and appreciate,” he 
said. “Then when they see 
that we have our moments of 
seemliness and decency they 
will not be nearly so horrified 
when the real advertising is 
laid before them.” 


So the committee prepared a 
very dignified announcement with 
the royal coat of arms and the 
simple headline “Proclamation” 
in Old English lettering. 


Almost too correct 


Whitehall was delighted, and 
the committee was given to 
understand that Lord Kitchener 
had personally seen and approved 
the copy. He had been afraid he 
would see something much more 
crude and even vulgar, but the 
gentlemen had been very correct 

—almost, dare he say it?, a shade 
foo correct. 


Thenceforward, there was never 
a hitch. 


“Proclamation” may have been 


no great shakes as a headline, 
but as a teething powder it was 
a great success, 

Any time you want to soothe 
your readers to sleep, a head- 
line like “Announcement” or 
“News” or “Oyez! Oyez!” will 
do very well. But if you have 
real news to give, indicate its 
nature in the headline and 
catch the eyes of all who are 


interested in your type of 
goods or services. 
* * * 


THE ADVERTISEMENT for Del- 
rosa Rose-Hip syrup has prodded 
me into a good deal of inconclu- 
sive thought. The photograph 
and the headline are so strong 
that few women and less mothers 
will fail to pause and see what it 
is all about (see page 19). 

That is the job of pictures and 
headlines ; but would you call the 
job well done if the readers are 
lured into the copy by false pre- 
tences? 

The perfect headline and copy 
do not stop short at luring the 
reader; they also put her in a 
receptive frame of mind—recep- 
tive to the kind of copy she will 
meet. That is why one should 

@ Continued on page 22 


This bread cam- 
paign has _ pro- 
voked a_ consider- 
able. amount of 
controversy. In 


Copytaster’s 
opinion, the adver- 
tisements are per- 
haps stronger and 
more effective than 
they appear at first 
glance. 


Avkit 6, 


It tastes good! 
It does you good! 
It’s good fresh bread! 


eo 


a 


Me cctem gol . 
—, ca 4 ee . 


to me ie 


CUMBERLAND 


WESTMORLAND 


——_ 


= LANCASHIRE 


CHESHIRE 
NORTH WALES 


SHROPSHIRE 
MID WALES 


WARWICKSHIRE 


BUCKINGHAMSHIRE 


BERKSHIRE 


HAMPSHIRE 


campaign. 


NOTTINGHAMSHIRE 


The Provincial Weekly has a busy life. 


It stays in the home all the week to be read 
and re-read by all and sundry. 
Mother, the children—all their interests are 
catered for. The Weeklies must figure in your 


David L. Clackson 


80 FLEET STREET, LONDON, E.C.4 
Telephone : FLEet Street 2626 


BURY TIMES GROUP 


BIRKENHEAD NEWS GROUP 
BOURNEMOUTH TIMES SERIES 


CAERNARVON HERALD SERIES 
CHESTER CHRONICLE SERIES 


Father, 


Representing 


COVENTRY STANDARD 


CUMBERLAND & 
WESTMORLAND HERALD 

NEWARK ADVERTISER 

ROCHDALE OBSERVER SERIES 


A.B.C. Net Sales in excess of 500,000 


1956 


Enjoy good health with— GOOD FRESH BREAD 


RUGBY ADVERTISER 
WELLINGTON JOURNAL & 
SHREWSBURY NEWS 
WHITEHAVEN NEWS SERIES 
WINDSOR SLOUGH & ETON 
EXPRESS 
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THE GRANADA 
NORTHERN INDEX- 
A FULL FACT-FINDING 
SERVICE ON 
NORTHERN VIEWING 


FIRST RESULTS ESTABLISHED AN AUDIENCE 


oF 1,208,000 


OTHER RESULTS TO BE ANNOUNCED TO ADVERTISERS IN AW 


Granada TV Network, Monday-to-Friday TV contractors for 
the rich Northern Region, have finalised plans for a complete 
fact-finding service of this tremendous potential market. 
Results will be published regularly in AW. 

The Granada Northern Index is intended to help all 
advertisers and agencies to use their money to the best 
advantage. 

The first exploratory survey, conducted by Attwoods, has 
established that in February, three months before the opening 
date, 1,208,000 people already had sets ready to receive 
Granada Monday-to-Friday programmes. This is in the 
Primary Area alone, with its 6,050,000 population, and it is 
expected that reception will be good far beyond the limits 


fingertips. 


drawn. All the facts about viewing times and habits will be 
immediately available to advertisers and agencies, as the 
Granada TV Rates and Consultation Service receive them. 
Either telephone Granada TV (REGent 8521) or watch for 


figures in the regular spaces booked in Advertiser’s Weekly. 


QUESTIONS ? Ask ALEX ANSON 


If you'd like advance information and if there’s anything more 


you'd like to know about Granada’s plans, or if you're wondering 


if to book and when, consult Alex Anson, Advertising Director, 
Granada TV Network. He has all the information at his 
Reach him at REGent 8521. 

An Attwood Statistics Survey exclusive to Granada. 


GRANADA TV NETWORK 


RATES AND CONSULTATION SERVICE 


SALES AND ADVERTISING DEPARTMENT 


149 REGENT STREET. 


GRANADA HOUSE 


LONDON 


WATER STREET . 


W.l. © REGENT 852! 


MANCHESTER © DEANSGATE 7211 
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Is it worth 
printing ? 


22 


EVERY 
TIME! 


With Rotaprint you can print everything from 
office stationery to multi-colour sales literature, 
in fact anything your business requires 
whatever the quantity. No longer do you 
need to ask yourself the question “‘ Is it 

worth printing ?”’ You can print it quickly 
and economically with ROTAPRINT. 

This small offset litho machine is simple to 
operate, versatile in its application and 
produces quality results that are hard to 
believe. We recommend that you investigate 
the possibilities ofp ROTAPRINT as applied 
to your own organisation. Fill in the coupon 
below for further details. 


ROTAPRINT 
LIMITED, 

Rotaprint House, 
Honeypot Lane, 
London, NW.9. 
Tel.: COLindale 8822 
(12 lines). 


oles ot 


SMALL OFFSET 


oa 


Li3 


ENQUIRY FORM 


| Please send, without obligation, printed specimens 
and full details of Rotaprint. 


NAME 


DEPARTMENT 


Pin this Enquiry Form to your letter heading and post to 
ROTAPRINT LTO., HONEYPOT LANE, 


LONDON, NW.9 
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Copytaster considers the 


staff of life campaign 


always think twice and thrice 
about the blind irrelevant head- 
tine that merely titillates people's 
curiosity, for such a headline can 
never single out the particular 
people you want to talk to. 

On the whole, I think this 
headline just gets a verdict of 
“Not guilty.” A few readers will 
undoubtedly be disappointed to 
find no romantic story about a 
poor little rich boy, but one can- 
not always cater for the lunatic 
fringe. 

Apart from that one doubt- 
ful point, the advertisement is 
a good one, and it would be 
even better if there were a 
suggestion, somewhere, that 
the medical profession or 
even the Ministry of Health 
believed in Delrosa. 


Burying the taste 


In the last war the Ministry 
certainly encouraged the gather- 
ing of rose-hips, and I do not 
suppose it has changed its mind. 
The fact that Delrosa tastes 
delicious is rather buried away in 
the copy and could well have 
been repeated 

It is a little confusing to find 
the syrup called “Daily Delrosa” 
in the name block although it is 
plain “Delrosa” on the label, but 
perhaps the copywriter feels that 
this is worth risking for the sake 
of a faint association of Daily 
Delrosa with the physical training 
fiends’ daily dozen. 

It reminds me of the maniac 
who once wanted the millers to 
bring out a branded loaf called 
“Daily Bread,” the only food 
we pray for. 


Differences of opinion 


That in turn brings us to the 
Good Fresh Bread campaign. 

Several of my friends and 
correspondents seem to dislike 
this very much indeed, and all 
apparently for much the same 
reasons ; they disapprove of white 
bread and disagree with the copy. 
One even complains that fresh 
bread disagrees with him—like 
the cannibal after the feast who 
said that he liked missionary but 
missjonary didn’t like him. 

But all this is largely a matter 
of taste, or of opinion about the 
product rather than the advertis- 
ing. 

There are phrases in the copy 
that I, too, find very controversial 

particularly in conjunction with 
a picture of white bread—but I 
think these advertisements are 
perhaps stronger and more effec- 
tive than they seem to be at first 
glance. I say “at first glance” 
because a picture of someone 
slicing a loaf of very limp-look- 
ing bread could scarcely be called 
arresting or even appetising. 

Moreover, the very limpness 
belies the first words of the 
copy, for a slice of bread as 
thick as this would never curt 


up like a wilted lettuce leaf 

if it had a “crisp” golden 

crust (see page 20). 

Yet when we get to the head- 
lines we begin to guess at the 
copywriters thoughts and this ts 
how I interpret them: 

“Bread is an unexciting food 
and nobody thinks very much 
or very hard about it. We 
can't hope for many people to 
read all the arguments about 
it, so let us say as much as we 
can in the headlines. Big tvpe 
please—hbig and bhold—and a 
few fat exclamation marks to 
Stir up the excitement!” 

So off he went, and in 11 words 
he has given us the heart of the 


matter. For diligent readers 
there is some reasoned and not 
entirely unreasonable copy and 


even a recipe for cheese and stale 
bread pudding, but the three 
headlines are the nub of the cam- 
paign and they aren't at all bad. 

The line about fresh bread is 
the most interesting. Has some- 
body worked it out that people 
eat much more bread when it's 
new? Did he know that it is 
illegal in the army to serve bread 
until it is 24 (or perhaps 48) hours 
old? 

I think he probably did, and in 
that case he gets high marks for 
low cunning 

* * * 


THERE IS a motor-car adver 
tisement showing a boy in an 
Austin looking at an urchin in 
a soap box on wheels and saying : 


“Get a real car—like my new 
Austin.” Most motor-car adver 
tising is so stodgy that any 


originality is welcome as flowers 
in spring (see page 19). 

But I do ask myself whether 
many—or any—people will reach 
for their cheque-books at the 
news that a new Austin is a real 
car—not a soap box. 

I thought the old ones were 
real. 


Basic rules for 
car drivers 


The Skilful Driver, by James S. Blair, 
published by Temple Press Ltd., in 
association with the Motor, price 
10s 


THE SUBTITLE of this book is 
“Motoring as an Art,” and no 
matter how careful the driver 
may be, this volume will be valu- 


able. It is not a guide to the 
official driving test, but is in- 
tended to reduce the long 
apprenticeship through which 
drivers have to pass before they 
become even reasonably 
competent. 


Many aspects of motoring are 
covered—day, night, fog, snow, 
driving on the continent, the new 
Highway Code, accidents . . 
and the ideal 


car 
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ANNOUNCING — 


another new oe 


JOHN DELANEY 


enterprise 


METALWORK DIVISION FORMED TO GIVE 
YOU BEST SERVICE YET! 


NOW you can have your display metalwork made as skilfully 
as it is designed. Produced quickly. Priced reasonably. Delivered @ SHEET METALWORK 
anywhere in Britain. Stored when not in use. 

Yes, this new division of J. & H. Cocks Ltd. is probably one of 
the biggest and best-equipped metalwork units in the country. @ LETTERS (in all metals) 
Backed by the extensive experience, resources and services of the 
entire John Delaney Organisation, it is equipped to handle all @ DISPLAY METALWORK 
types of Sheet Metalwork, Box Signs, Letters (in all metals), 
Display Metalwork, Stove Enamellin . 


@ BOX SIGNS 


@ STOVE ENAMELLING 


Trade enquiries welcomed. 
CREATING A NEW STANDARD OF METALWORK PRODUCTION 


‘ a. Y)) 7 
peri ae Beam John & Henry Cocks Limited 


LIMITED ) 
y — 1, ABERAVON ROAD, MILE END, LONDON, E.3. Tel. : ADVance 4314 
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refrigerator colour 


WINDOW show in the 

heart of London together 
with a striking and original 
range of display material 
feature in a new refrigerator 
sales effort on the part of 
Pressed Steel Co., Ltd. 


The theme of the window dis- 
play in Regent Street is “Our 
hearts are set on a new Prestcold 
D.361.” A series of wives, in- 
cluding a bride, walk along a red 
carpet towards an open Prestcold 
refrigerator (of 3.6 cubic feet size) 
which is laden with food. Each 
lady carries a small banner an- 
nouncing that she loves one of 
the features of the refrigerator, 
such as the extra wide frozen 
food locker, the unique Prest- 
cold “Prestalok,” the door shelves, 
and so on. 

The figures are fashioned in 
paper sculpture, are three dimen- 
sional and coloured, the material 
used representing the appropriate 
texture of their clothing. Below 
them is the statement, promi- 
nently displayed, “We all love the 
Prestcold colour choice’; this 
refers to the exclusive Prestcold 


feature of variable tops and bases 
to give a choice of 48 combina- 
tions of colours. To the left of 
the wives is a group of figures 
representing their husbands and 
includes such diverse types as a 
judge, a doctor and a farmer. 


Associated with the new model 
D.361 refrigerator is a set of dis- 
play material which has many 
notable characteristics. The range 
includes a large display panel, a 
set of individual Prestcold feature 
displays, a large colour wheel 
display and, associated with this. 
small colour wheels which can be 
used either as counter pieces or 
literature handouts. 


Bright domestic scene 


The large panel shows a photo- 
graph of an attractive housewife 
looking from her kitchen window 
towards the garden. Ranged in 
front of hef are six flower pots 
each containing a colourful and 
formally-symbolic flower.  Be- 
hind her is a strong red back- 
ground and above a blue and 
white canopy bearing the word 
Prestcold, 

A point about this panel is its 
structural design, for it has 


24 


Flower pot displays boost new 


scheme 


adjustable struts which enable it 
to be used as a backboard above 
the refrigerator, by sliding it into 
the groove between the refriger 
ator top and the spill back. 
Alternatively, the struts can serve 
as feet so that the panel can stand 
on the floor beside the refriger- 
ator or in any solus position 
required in showroom window ot 
interior. 


Selling point emphasis 


The individual display pieces 
are in the form of the flowers in 
pots which appear in the large 
panel, Each of the six brightly 
coloured items is in one of the 
tones in which variable colour 
tops and bases are supplied for 
the new refrigerator. The centre 
of the flower is formed by a 
photograph of one of the main 
selling points of the appliance, 
such as the wide freezer and the 
chill tray, the “Prestalok” doot 
lock and so on. while the petals 
carry the name Prestcold. 

The large display colour wheel 
and the smaller versions tell the 
story, in novel movable form, of 
the 48 colour choice variations 
available with this new refriger 
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ator. By moving portions of the 
card, any of the six different 
colour tops can be seen combined 
with any of the four colour bases 
on a representation of a complete 
refrigerator, 

There is also a crowner-type 
price card holder in black with 
vertical red stripe motif 


A choice of 48 combinations of 
colours are open to buyers of the 
new Prestcold refrigerator. This 
fact is being driven home to 
window shoppers and __ store 
visitors by six colourful repre- 
sentations of flowers in pots. 


Art Education 


for 
this Age 


Hans Schieger 


(Zero) 


Cut out and post toda) 


Dr. Edmundo Lassalle 
P. H. Aldridge 
J. P. M. O’Connor 


Sir James Waterlow, Bart. 


Please enter my subscription 


F. Murray Milne 


René Elvin 


Sor the next four issues to 


Advertising Review. 


4 issues £1. 
Name 
Firm 


Address 


Cheque/P.O. enclosed 


Signature 


Single 


Ernest Pearl 


copy 6 


symposium of L.C.C. Central School Design for Advertising ; 


The Billy Graham campaign 


Competitions 
The Daily Telegraph 


Screen Advertising 


Profiles of Brian F. MacCabe and N. W. Ayer & Son. 


Advertising Review 5 


Public Relations in underdeveloped areas 


The Institute and joint consultation 
Progress in Paper and Print 


real winners in sales plan 


6-page illustrated 


Public 


Relations ; Direct Mail ; Technical Advertising ; Production ; Humour, 


etc. Over 


full colour. 


8 Southampton Row, London, W.C.!. 


100 illustrations ; 88 pages. 


Advertisement of the Quarter 


ADVERTISING REVIEW 


HOLborn 0452 


The British Advertising Quarterly with International circulation. 
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T MAY SURPRISE YOU to know 

that there is—that there could be 

outside London, an advertising agency 

with an annual billing of over a million 

pounds which has trebled its turnover in 
five years. 


Have a look at some of the accounts 
we handle. That business came to us 
either as the result of recommendation or 
from appreciation of work done for one or 
other of our clients. And many of these 
concerns when we first met them were 
from regional 


emerging selling into 


marketing on a national scale—at a 
critical stage in their development, when 
their advertising appropriations, at that 
time of very modest proportions, had 
quickly to establish a name as something 
to be reckoned with in its field. Their 
success has been our success. We have 
grown up with them 


Longleys 


en 


Limited 


first-class 
medium-sized agencies doing really good 


We are one of several 
work for concerns with annual appro- 
priations between five thousand and one 
hundred and fifty thousand pounds. 

An agency such as ours has advantages. 
It can afford facilities essential to modern 
advertising service without losing the 
“the man who 
does the creative work.’ Its 
service—saved from 


personal contact by 
actually 
unwieldiness by 
compact organisation—is made available 
with equal efficiency to the smallest and 
the largest of our clients. 

Our clients like our work and will tell 
you so and we like working for them, for 
we are in truth part of their selling organi- 
sation and are treated as such. 

If there is anything more you would 
like to know about us, we shall be glad to 
tell you. 
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Ariel Motor Cycles 


Atco Motor Mowers 


Bayliss, Wiley & Co., Ltd. 
Big Tree Burgundy 


Birmingham Post & Mail 

Benton & Stone ‘‘Enots” Products 

Blue Bird Toffees 

Brooks Cycle Saddles 

Bintex Latex Foam Mattresses 

British Cycle & Motor Cycle 
Industries Assoc. Ltd. 


Crawford's Biscuits & Shortbread 


Cincinnati Milling Machines 
Cannon Cookers & Gas Fires 
Davy and United Engineering 
Express Dairy Company Ltd. 


Great Universal Stores Group (part) 


Greenlees ‘‘Easiephit” Footwear 


India Tyres 


McKechnie Brothers Ltd. 
““Meddocream” 
Midland Employers’ 


Ice Cream 


Mutual Assurance 


Miller Dynamo Lighting Equipment 
Morris Marine Engines 


Neptric Vacuum Cleaners 


Nuffield Universal Tractors 
Opex Brushes 

Perry Chain Company Ltd. 
Permoglaze Finishes 


Penfold Golf Balls 


Phillips Cycles 


Ruston-Bucyrus Excavators 
Serck Radiators 


Tan-Sad Baby Carriages 


Universal Sewing Machines 
West Bromwich Building Society 
West Midlands Gas Board 


Wolseley Cars 


Longleys 
and 
Hoffmann 
Limited 

YORK HOUSE - GREAT CHARLES STREET 
BIRMINGHAM ~ 3 


Telephone: Central 3031 (4 lines) 
Telegrams: “‘Longleys, Birmingham’ 
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PACKAGING AND POINT-OF-SALE 


crepe paper— 


Tt is high praise on any 
showing when a client can 
write of a piece of advertising 
that it is “undoubtedly one of 
the greatest point-of-sale suc- 
cesses we have ever handled.” 
And that is precisely what the 
Velvet Crépe Paper Company 
stated about the display 
designed for them by Leon 
Goodman Displays Ltd. 

The first the latter company 
knew about the project was when 
they were asked by the Velvet 
Crépe Paper people to devise “a 
display unit which would handle 


an average retail purchase of 
three different products.” The 
result was the clear cut and 


smart looking stand of which the 


This display unit has done an 
impressive selling job for the 
Velvet Crepe Paper Company. 
Three products are displayed. 


Specially designed to boost 


Three-product display unit 


scores big sales success 


says OUR PACKAGING CORRESPONDENT 


paper company’s sales division 
has reported: “The first 3,000 
units, complete with contents, 
were sold out in three weeks by 
salesmen, assisted by mailing 
shots to wholesalers and 
retailers.” 


* cd * 
THINGS DO not have to be what 


they seem in order to sell success- 
fully—just so long as the cus- 


In particular, the fact that the 
non-moistureproof type of “Cel- 
lophane” can be stretched when 
damp, and will shrink on drying, 
has been fundamental! to the suc- 
cess of their packaging. This 
property of “Cellophane” enables 
a very tight wrap to be obtained, 
and the sheen and high trans- 
parency of the taut film set off 
shapes and colours to advantage. 

Two types of pack are used by 


The use of “Cello- 
phane” cellulose 
film as a wrapping 
for these packages 
of novelty toilet 
soaps enhances 
their already 


attractive 
appearance. 


tomer can be pleasantly surprised. 
This was fully appreciated by 
M. & R. Norton Ltd., makers of 
novelty toilet soaps, when they 
sought to package their “fruit” 
soaps to sell in gift sets. The 
soaps are, in form and colour, 
exact copies of various fruits and 


nuts—bananas, apples, walnuts, 
strawberries, tangerines, pears 
and lemons. Paper stalks and 


leaves add to the realistic effect. 

The packaging problem was 
solved by the use of “Cellophane” 
cellulose film. 


Two tins of the 
product are pre- 
sented by _ this 
boldly coloured 
counter display, 


designed and pro- 
duced by Fords 
Advertising Ltd. 
The illustration is 
in natural colour, 
and the unit 
collapses flat. 


M. & R. Norton Ltd. 
involves the use of a circular 
wicker basket in which assorted 
“fruits” are arranged on a nest 
of shredded glassine. A sheet of 
“Cellophane” is damped on the 
outside, stretched tightly over the 
top of the basket, and sealed at 
the base with transparent adhe- 
sive tape. On drying the film 


The first 


becomes drum-tight, holding the 
“fruit” firmly in place ‘and pro- 
tecting and adding sparkle to the 
colourful display 

The second type of pack uses 
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New technique 


for beer ean 


opening 


CAN that needs no opener 
has been developed in the 
United States and now carries a 


quart of Pabst beer. Styled the 
“Snap-cap,” it is claimed to be 
“the first completely new develop- 
ment in beer packaging for 20 
years.” By simply placing the 
bottom rim of another Pabst 
quart can underneath the rim of 
the cap the way to the contents 
is opened. Any size can may, of 
course, be used to open the 
“Snap-cap,” as can any flat-edged 
implement that may be inserted 
between the bottom of the cap 
and the top of the can. The con- 
tainer is here being operated by 
Ingeborg King, who features 
regularly in Pabst advertising. 


film only. Four “walnuts” or 
three “lemons” are placed in line 
on a sheet which is damped on 
the outside. The film is then 
brought over to cover the soap 
and twisted into a pigtail at each 
end. Once again when the film 
dries the wrap becomes very tight 
and gives a tough, compact sales 
unit with high display value. 


Baby food card 


A NEW eye-catching crowner has 
been introduced by Trufood Ltd. 
for their Cereal Food. At one 
end a panel in vivid, fluorescent, 
hunting pink carries the words 
“For Baby” lettered in white. 
The other end bears the slogan 
“Trufood Cereal with added pro- 
teins for mixed feeding” in the 
same fluorescent pink on a white 
background. The colouring con- 
irasts effectively wifh the green 
and yellow of the pack and draws 
immediate attention to the baby 
food. . 


The crowner is easy to fix by 
slipping the tongue into the slot at 
the top of the carton. The whole 
effect is calculated to stimulate 
interest and should certainly help 
(o increase sales. An unusual 

@ Continued on page 28 
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VAN ZUL & VAN ZUL (PTY.) LTO 


Pye 


A. N. HOLDEN & CO. LTD. 
ie 


pure power' 


Pa 


REPRODUCED BY COURTESY OF 
H.M. POSTMASTER GENERAL 


ir covered as 
 *Hands washed 
Clothing clean 


appoints Artist Partners 


Hans Unger, well known for 
his dynamic poster design, has 
appointed the Artist Partners organisation 
as his sole agents in this country and throughout Europe. 
Artist Partners Ltd. exclusively represent 

over sixty internationally recognised artists, 


designers and photographers. 


Artist Partners Limited 
44a Dover Street, London, W.|!. 


Telephone: Hyde Park 9941 (10 lines): 
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MONOTYPE 


24, 30, 36, 42 and 48-point sizes have 
recently been added to Series No. 424 


—_ 


Rockwell 
oa 


ok 


8, 10, 12 (composition) and 14 and 18 . 
point (display) are already available Xo 


= ¢ ‘ oso 
oye New 60 and 72-point sizes will be OSLO 
- issued during the course of the year ofS 
oso = =) 


Printers can hire ‘Monotype’ display 
: matrices from our Lending Library do 

oo 
a 


display sizes 


oto *Registered Trade Mark 


The Monotype Corporation Limited, 43 Fetter Lane, London, E.C.4 


BOARDS: Form Part of a 
PAPERS: Comprehensive Range 


PADS: of Materials to the Studio 
Daily Deliveries 
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Dual selling role of new 


baby food display card 


Printed on strong q 
board and in red, & 
yellow and royal & 
blue, this counter § 
display for Sum } 
mer County mar- j 
garine rocks at a 
touch. 


idea is featured on a showcard 
which the company is producing. 
The back of the card (the side 
generally viewed by the trader) 
carries a short piece of advertis- 
ing copy sparked by the picture. 

The showcard is a reprint of 
the baby photograph by 


Package contest 


N view of the success of the 

last, another British Paper Box 
and Carton Design Contest is to 
be held this year. This will be 
the third to have been held, and 
the organisers, the British Paper 
Box Federation and the British 
Carton Association, will have the 
co-operation of other interested 
bodies. Entries will be received 
from October 1-31 and the judg- 
ing will take place in November. 
The entries will be presented on 
a stand at the National Pack- 
aging Exhibition to be held in 
January. 


Studio Lisa first issued in 1954 
Which has been in such great 
demand that it is being made 
available again. Under the head- 
line “About this baby picture” a 
short note explains this and leads 
the eye down to a list of the 
company’s foods. The fact that 


| they are “Chemists only” lines is 


strongly featured. 

Thus, the showcard performs 
a dual role: the front selling 
to the mother, and the back to 
the trader—an effective example 
of turning what is generally waste 
space to good account. 


Grocers’ aids 


Two NEW sales aids have been 
issued by Van den Berghs to 
boost sales of Summer County 
margarine. Designed to hold the 
maximum number of packs with- 
in the smallest counter space, an 
upright display holder will take 
at least 24 half-pound packs of 
the product. Printing is in the 
now familiar Summer County 
colours of yellow, royal blue and 
red. The second item takes the 
form of an eye-catching see-saw 
pack holder. Printed on strong 


Pisa holder 
Be 


Sumner CC® 7 


ie ore 


As many as 24 half-lb. packs of 
the product can be held in this 
counter display. 


3 Cereal 


with ADDED PROTEIN 


This crowner is coloured in such 
a way as to contrast effectively 
with the pack. 


board and in the same colours, 
the unit holds a one half-pound 
pack and rocks at a touch. 

Both sales aids were designed 
by F. C. Pritchard, Wood & 
Partners. 
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SARE 5 
aly LS SRE 


127,400 women 
sent 6d. for 
this pattern 


A paper as famous for pin-ups as Reveille is 
bound to appeal to men. But what is remark- 
able is the tremendous appeal Reveille has 
for women. 


For example, no fewer than 127,400 women sent 
6d. for this embroidery transfer. Other patterns 
have brought replies ranging from 34,870 to 
130,733. Don’t forget that women do the bulk 
of the buying and be sure that Reveille is 
always on your advertising schedule. 


MIDWEEK 


Costs .722d. per sq. inch per 1,000, 
sells 1,519,167 (ABC July-Dec. ’55). 


WEEKEND 


Costs .805d. per sq. inch per 1,000, 
sells 2,940,449 (ABC July-Dec. ’55. 
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Our clients include: 


HOOVER oper 
MACHINES) LTD. 
SHELL MEX & B.P. LTD. 


SHELL PETROLEUM 
co. LTD. 


ALEXANDER DUCKHAM & 
co., LTD. 


INTERNATIONAL 
R (GREAT 
BRITAIN) LTD. 


solve 


MASSEY-HARRIS-FERGUSON 
(MANUFACTURING) LTD. 


PETROLEUM 
cO., LTD. 
ROTARY HOES LTD. 


it’s quicker — 
more brilliant — 
longer lasting 


Our unique experience in 
Transfer technique can help to 


your marking and display 


problems in the modern and 
economical way. 


HUNDREDS OF 
INDUSTRIAL 
APPLICATIONS 
include nameplates, operating 
instructions, diagrams, warn- 


BRILLIANT POINT-OF- 


SALE TRANSFERS 


J. E. SHAY LTD. 


NATIONAL BENZOLE 
co., LTD. 


REGENT OIL CO., LTD. 


are 


the most effective method 


of window advertising. 
DESIGNS 


TRANSPORT Our process with the use of 
— brilliant colours ensures per- 
ay A fect reproduction of the most 
SINGER MANUFACTURING intricate designs. 

LYONS & my asi EASY TO USE 

Tus parmise Lse10N No special skill is required for 
application. 
PEPSI COLA LTD. 
HELENA RUBINSTEIN Solve your marking and sales 
LTD. problems— 
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Write or ring today: 


associated transfers ltd 


176-188 Acre Lane, Brixton, London S W 2 
Telephone : Brixton 2057 (4 lines) 
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How to put ‘sell’ into 
technical exhibitions 


By John Patrick Simons, 


FFECTIVE~ display is 
seldom a prominent fea- 
ture of specialised industrial 
exhibitions. The main reason 
for this probably lies in a 
familiar characteristic of 


| specialists—the difficulty they 


TRADE MARKS - WINDOW PUBLICITY - PRODUCT LABELLING 
BULK CONTAINER MARKINGS * VEHICLE MARKINGS 
INSTRUCTION AND OPERATING PANELS * CALIBRATIONS 
WIRING DIAGRAMS - WARNINGS - NOTICES ETC. 


experience in expressing 
technical requirements to those 
outside their own field. 

The non-technical stand 
designer (and many of the most 
talented have had no technical 
training) cannot be expected to 
achieve a functional design if he 
fails to appreciate the signific- 
ance of his client's equipment. 
“Selling”. equipment to the 
designer is therefore an obvious 
essential. He must know what it 
is and what it does and he must 
be told in a way that will in- 
spire his genuine enthusiasm for 
the project. 


Persuading the maker 


Frequently, however, the de- 
signer is not alone in his need of 
coaching. He often finds diffi- 
culty in persuading the manufac- 
turer to appreciate the creative 


aspects of effective display. Form, 


colour, animation, such factors 
may sound expensive, and often 
are, but their imaginative use can 
be of fundamental importance to 
the success of a display. 

The more specialised the ex- 
hibition the more severe will be 
the “language” difficulties facing 
the exhibitor and his designer. 
However, as the Honeywell- 
Brown stand at the very highly 
specialised British Instrument In- 
dustries Exhibition showed, the 


advertising manager, Honeywell-Brown Ltd. 


Brown organisation serves the 
rapidly expanding automation 
market with a wide range of 
electronic instruments and auto- 
matic controls and its stand 
covered 800 square feet and was 
open to gangways on three sides. 
It was designed and built by 
Olympia Ltd. 

Instruments and associated 
equipment were displayed on 
both sides of three free-standing 
panels. These were arranged in 
“Z” formation along the stand to 
give six display surfaces—an 
arrangement which offered three 
important advantages: 

@ Separation of the products 
into their main market classi- 
fications was conveniently 
accomplished. One panel! 
displayed equipment of par- 
ticular interest to scientists 
and development engineers, 
another appealed mainly to 
those interested in flow 
measurements, and so on. 

@ There was sufficient display 
space to accommodate a very 
wide selection of the exhibi- 
tor’s products without over 
crowding and with = an 
adequate reception area in 
the foreground of each 
display. 

@ The essential simplicity of 
the panel scheme ensured a 
balanced and co-ordinated 
display. 

Almost every instrument 
became a working model at the 
turn of a knob. The visiting 
engineer prefers to see an instru- 
ment working—particularly when 
he can operate it himself—and 


Exhibition displayed instruments and equipment on three free-standing 


pen : ; this added attraction justified the 
difficulties are by no means in- 


superable. The Honeywell- @ Continued on page 32 
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The Honeywell-Brown stand at the British Instrument Industries 


panels arranged in “ Z” formation. 
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NEW OFFICES OF 


ALFRED BATES & SON LTD 


LIVERPOOL 


TITHEBARN 


ROYAL 
EXCHANGE 


ASSURANCE 
EXCHANGE FLAGS co 


, LIVERPOOL « 
3 STOCK 


N 
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SEFTON HOUSE 
EXCHANGE STREET EAST 
LIVERPOOL 2 


TELEPHONE NUMBER AS BEFORE 


CENTRAL 5746-7 


When our Liverpool Office was opened in 1930, Exchange Buildings were entering the 
blue-print stage. The buildings, which have taken twenty years to complete, are now ready 
for occupation and, as from April 1, the address of our Liverpool Office is as above. We 


occupy a first floor suite in what is the biggest office block in the North of England. It 
stands on a site where Liverpool’s business men have met since 1207. 
Our telephone numbers—CENTRAL 5746/7—remain unchanged. 


Accounts serviced by our Liverpool Office include : 
BROWN BROS. & TAYLOR retail furniture shops . 
manufacturers 


DOWNLAND BEDDING pillow and mattress 
kitchen units, etc. 


A. W. FLATAU “Sandra” and “Playfair’’ shoes HYGENA CABINETS 
MERSEY CABLES a T.I. Company MERSEYSIDE HANDICRAFTS . 
RODOL industrial water supply technologists THOMPSON & CAPPER ‘Mothaks’ ‘Q.A. 
Aspirin’, etc. . VERNONS POOLS PETER WALKER (WARRINGTON) leading brewers 
WOLVERHAMPTON AND CHESTER TRUSTEE SAVINGS BANKS. 


ALFRED BATES & SON LTD 


Practitioners in Advertising Established in Fleet Street 1908 


LONDON - LIVERPOOL MANCHESTER NEWCASTLE-UPON-TYNE GLASGOW 
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AD MAN’S BOOKSHELF 


Trials and tribulations 


of press photographers 


Double Exposure, by Merlyn Severn, 
published by Paber and Faber Ltd., 
21s.: Nude Ego, by Roye, published by 
Hutchinson, price 21s. 

HESE two books are both in 

the “first rate” category and 

give interesting—sometimes fasci- 

nating—sidelights on the life of a 
press photographer. 

In the case of Merlyn Severn, 
her name was first made as a 
free lance in the field of ballet 
photography, but the day came 
when she joined the staff of the 
pre-war Picture Post. At the time 
the editor was Tom Hopkinson 
and at their first meeting he made 
a deep impression upon her: 
“ . . rosy-faced, young-looking 
and immaculately dressed . . . he 
radiated an impressive sense of 
controlled power... .” 

Later, the impression changed : 
“.. . Tom and his editorial staff 
were not, as they appeared on the 
surface, the independent creators 
of an inanimate thing, ‘the 
paper’; but rather the high priests 
and acolytes of a terrible and 
exacting deity . . . which growled 
and rumbled behind the great 
rotary presses, inexorably de- 
manding to be fed with ‘features.’ 


They served it in a week-long 
ritual.” 

This impression has been con- 
firmed by Hopkinson himself 
because in his foreword he has 
stated that “sometimes, two days 
before press day, the whole office 
would be thrown into confusion 
by the discovery that we had 
nothing fit to put into next week's 
paper at all.” 


Travelling and meeting 


No less absorbing are the 
anecdotes provided by Roye, who 
has travelled all over the place 
and met, seemingly, everybody. 
More than 1.5 million copies 
of his books of photographic 
studies have been sold (a world 
record) and his pictures have been 
reproduced in newspapers and 
magazines and cinema foyers all 
over the world. 

A large part of Roye’s reputa- 
tion has been made in making 
pictures of nudes, and of his 
models he has observed: “. . . 
most ... have come from better- 
than-average backgrounds, and 
an amazing proportion have been 
daughters of clergymen.” 


APRIL 6, 1956 


A new system of high intensity lighting was employed by the General 


Electric Co., Ltd., for this window display. 


125 W. Osram colour 


corrected lamps were used in Gecoray reflectors. 


TECHNICAL EXHIBITIONS continued 


carefully designed installations 
behind each panel. 

A simple animated display at 
the open end of the stand was a 
particularly good example of co- 
operation between engineer and 
designer. Process variables 
(speed, temperature, flow, etc.) 
were flashed on and off a ground- 
glass screen surrounding an elec- 
tronic recorder. This display 


emphasised the instrument's ver- 


satility and provided an effective 
eye-catcher. It was built into a 
giant photostat of a night sky 
scene bearing the slogan “Honey- 
well serves the world” . . . linking 
versatility with wide service. 
The contemporary nature of 
the products was creatively ex- 
pressed by structural style and 
decoration. One popular break 
with tradition was an open 
lounge. 


Painter, Teacher and ardent 
student of History, this is the type 
of drawing he really enjoys doing. 
It suits his satyrical sense of 
humour and dislike for the 
conventional. He concentrates 
on illustrations because 
it gives him a free hand. 
This drawing was commissioned 
by The Hulton Press for a 
Lilliput Story Illustration. 


ALEX KOOLMAN OF 
INTERNATIONAL ARTISTS 
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United Kingdom Provident Institution 
A YEAR OF FURTHER RECORDS 
LIFE ASSURANCE A POWERFUL COUNTER TO INFLATION 
“POUNDS, SHILLINGS AND—PURPOSE” 


The one hundred and fifteenth 
annual general meeting of the 
United Kingdom Provident Insti- 
tution was held on March 21 at 
the Chartered Insurance Institute, 
London, EC. 

Sir John Benn, Bt., the chair- 
man and managing director, in 
moving the adoption of the 
report and accounts for the year 
ended December 31, 1955, said: 
All the figures by which the pro- 
gress of a life assurance office are 
normally measured were better in 
our Institution’s experience in 
1955 than in any previous year. 
This was pehaps to be expected in 
a period when British incomes 
were higher than ever, but- since 
our business is still mainly with 
the professional and salaried 
classes, whose remuneration has 
not kept pace with the general 
rise in wages, the record new 
assurances amounting to 
£9,553,550 net reflect the sterling 
quality of our membership. 


Interest Earnings 
The margin between the market 


and balance sheet values of the 
Institution’s assets, which con- 
stitutes our inner reserve, has 


roughly trebled since the war. In 
1955 a rise of 20 per cent between 
March and June was matched by 
a corresponding fall in the third 
quarter, but the reserve was 
actually greater on December 31 
than at the beginning of the year. 
The sharp decline in stock prices 
this spring has only emphasised 
how fortunate we are in holding 
such large inner reserves. 

The new business secured and 
the interest earned on the funds 
are factors over which we have 
some control. Another item not 
under our control is the amount 
paid out owing to the death of 
members and happily this was at 
its lowest figure last year since 
1938, although the total amount 
assured has been growing steadily 
over the period. The actuaries 
report that the profits available 
for bonus have benefited appre- 
ciably from this favourable 
experience. 


Increased Bonus Rates 

The Board's gratifying decision 
to increase the interim rates of 
bonus announced on January 1. 
1956, from 40s. and 42s. to 45s. 
and 46s. compound per eent per 
annum was taken in the light of 
all the figures‘I have quoted, and 
not only current earnings from 
investments, which may not be 
fully maintained as the effects of 
credit restriction are more widels 
felt. T mention this because, as I 
explained a year ago, a steady or 
gradually improving bonus is our 
aim, and we hope to maintain 
the new rates for a considerable 
time to come. 


SIR JOHN BENN’S SPEECH 


UK Flexible Pensions Scheme 

Our pensions business in 1955 

was again substantial. So far the 
Institution has catered for pen- 
sions entirely by individual 
policies, a basis we have used for 
over forty years for the Federated 


Superannuation System for 
Universities and similar plans. 
Since the war we have written 


staff pension schemes for com- 
mercial firms on a growing scale, 
and I am now able to announce 
that we are entering the group 
market with a new policy, to be 
known as the UK Flexible Pen- 
sions Scheme. 

This has a number of special 
attractions. Interest on the pre- 
miums received is allowed at a 
variable rate which is geared to 
the bonus, so that the new policies 
will share in the fortunes of the 
Institution in the same way as 
policies issued under our norma! 
with-profit tables. This entirely 
new and distinctive feature should 
ensure a large market for the 


scheme. 
Credit Squeeze 

Life assurance, as a financial 
business, is always sensitive to 
inflation. On the one hand this 
tends to swell our figures, since 
the insured now requires larger 
cover, on the other it may retard 
our business on account of cor- 
rective measures, the latest being 
the credit squeeze. But amid 
much confusion to-day it is gener- 
ally agreed that more saving is 
part of the answer, hence every 
life policy-holder is helping to 
defeat inflation in a direct and 
positive way 

The importance of individual 
action in this matter was recently 
illustrated in a striking way by 
the chairman of the Westminster 
Bank. In discussing the balance 
of payments problem and the 
loss of gold reserves, Lord Alden- 
ham said that if during 1955 we 
50 million people of these islands 
had each spent £5 less on our- 
selves, loss of gold reserves could 
on certain conditions have been 
avoided. 

Importance of Saving 

I shall not attempt to discuss 
the highly technical basis of this 
calculation but it shows very 
clearly how comparatively small 
savings make a vital contribution 
to the national balance sheet. 
And since life assurance is now 
the largest channel for personal 
savings, I may add that, as 
against the hypothetical figure of 
£5 per head just mentioned. 
actual savings entrusted to the 
United Kingdom Provident Insti- 
tution last year in the form of 
premiums on mew assurances 
averaged £45 per policy-holder. 
And the policy-holder has under- 
taken to go on saving in the 
future. 


Due. however, to the fall in 
the value of money, we are often 
asked what is the use of saving. 
if the still” reasonably good 


pounds paid to a life office in. 


premiums are likely to be paid 
back in pounds that are not so 
good in years to come? While 
no satisfactory way has yet been 
found to protect any method of 
saving completely from inflation, 
the effects of which are. wholly 
bad and could well be disastrous, 
a with-profit assurance does 
afford considerable protection to 
the policy-holder. 

In the case of claims paid by 
the Institution last year, the 
bonus added an average of 52 per 
cent to the original sum assured. 
The bonus goes a long way to 
meet a fall in the value of money, 
and in many cases will outstrip 
any fall. 


Investment and Inflation 
Another question that concerns 
us in current § discussion is 
whether too much investment is a 
cause of inflation. In that case 
are the life offices, as such large 

investors, Open to criticism? 
The trouble is not a rate of 
investment which is excessive to 
the country’s needs. Although 
capital investment rose sharply 
in 1955, investment in plant and 
machinery in 1954 was still no 
larger in volume than in 1951. 
but the national income had 
steadily risen in the period. In- 
dustry still needs all the invest- 
ment it can get for the renovation 
of plant and to expand produc- 
tion. The fault is that capital ex- 
penditure has been running ahead 
of savings. The life offices do no 
more than invest money that has 
actually been saved by the policy- 
holders or has arisen from the 
investment of past savings, so 
that life assurance is a most 

powerful counter to inflation. 


Information for Public 

The steady advance in the 
Institution’s figures is assisted by 
the Board’s practice of sharing 
information on policy and aims 
with the staff at all levels. I have 
included in our annual report a 
Statement on “Pounds. Shillings 
and—Purpose,” describing further 
Steps we are taking to inform 
the public about our business, on 
lines we have pursued since 1950. 
The announcement that the Prime 
Minister and the British Em- 
ployers’ Confederation have 
agreed there should be a national 
campaign to bring home the facts 
of the economic situation under- 
lines the importance of all such 
steps both at the present time 
and as a matter of long-term 
policy. 

Month in and month out, in 
advertising its goods and services, 


business should also explain how 
its operations affect the com- 
munity at large. By this means 
we can help to encourage a sense 
of unity and purpose; we can 
promote a more realistic attitude 
towards our vital dependence on 
world trade, at the same time 
calling on personal qualities on 
which our whole future depends 


Value of Advertising 

Good examples of what I have 
in mind are advertisements deal- 
ing with exports, notably in the 
engineering industries. In assist- 
ing overseas trade they also pro- 
vide facts and figures which help 
to illustrate the discussions of 
economic policy that are now a 
daily feature in the news and at 
Westminster. How investment 
aids production is a familiar 
theme of insurance advertising. 
Another type of announcement 
issued by the United Kingdom 
Provident Institytion puts em- 
phasis on qualities of character. 
Hard work and common sense. 
personal initiative, a sense of 
urgency and quick decision, fair 
dealing and a sense of service 
these must always provide the 
driving force of any progressive 


business or industry in a free 
society. 
Personally I learned more 


economics from an advertisement 
I saw in America thirty years ago 
than from any text book. It 
showed a student shovelling coal 
into a boiler and pointed out that. 
although this young man was 
missing some advantages enjoyed 
by richer undergraduates, he was 
“learning the amount of sweat a 
ten dollar bill represents.” 


Opportunities for All 

To inform public opinion effec- 
tively, we must first impress the 
thinking minority of all political 
persuasions whose influence is 
out of proportion to their 
number. These are the folk who 
chip in when a speaker is getting 
too far from the facts, whether 
in a railway carriage. at a public 


meeting. or in a letter to the 
Press. 
There are immediate oppor- 


tunities for every firm to act on 
its own initiative, and on an 
appropriate scale, sharing infor- 
mation in the first instance with 
its employees and shareholders 
and customers. 


Confidence in the Outlook 


It is not easy to see the way 
ahead, but I believe that the 
United Kingdom Provident In- 
stitution. with its loyal and hard- 
working staff. its growing 
membership and its very large 
resources, can afford to take the 
long view with considerable con- 
fidence. 
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P[.HERE was no great deal of 
doubt in our minds this 
time as to which was going to 
be the Photograph of the 
Month—the Surf  advertise- 
ment carried the day so 
vividly that it came near to 
selecting itself. 

The original idea was to put 
over the story of hanging out the 
clothes in as dramatic form as 
possible. The Lintas visualiser 
and copywriter got together on 
the theme—and then they briefed 
photographer John Bond direct. 
Up he came with a forthright and 
powerful picture, beautfully 
handled technically. 


Apart from its strength 
derived largely from the 
diagonal composition the real 
key to the picture is the render- 
ing of the hand behind the 
sheet. 


Here is visual proof, so to 
speak, that any remaining stains 
would have obscured the clarity 


Photograph of 
the Month—23 


of the sheet in all its sparkling 
whiteness and the folds in the 
sheet—all pointing nicely to the 
image of the hand—tie in well 
with the top two lines of the 
copy, “Hold it up to the light! 
Not a shadow of a stain.” 


This is the sort of photograph 
you can argue about in photo- 
graphic circles from now until 
the cows come home. 


You can put up a good case 
against seeing so much of the 
housewife’s face in the hope of 
getting even greater emphasis on 
the fateful hand. You can coun 
ter that by showing how the 
direction of the eyes and the 
point of the nose help to do that 
anyway. 

The strong top and semi-back 
lighting which gives the sunshine 
effect (the strong light by which 
the product is to be judged) 
creates a highlight down the right 
hand side of the arm. 

Is it distracting ? 

Cover it up for a moment and 
see what you think. We usually 
find highlights at the edges of 
our pictures something that is 
best to avoid. On the other 
hand, may we suggest that the 
highlight provides a comparative 
light source against which to 
judge the whiteness of the sheet ? 


If you can argue about a shot 


in this way then it has very 

definitely got most of what it 

takes to get its story over and 

John Bond has done a very 

neat job of work very skil- 

fully. 

When it came to the use of the 
photograph in the newspaper and 
magazine advertisements, — the 
shot was spoiled by some unfor- 
tunate cutting. By far the best 
version is that where the top ts 
scooped out like a sheet hang- 
ing from two pegs on the clothes 
line for here the diagonal com- 
position of the original photo- 
graph comes through at its best. 
In the more horizontally elon- 
gated version, half of its power 


Showing the light test evidence 


m 


has been completely lost. It is 
a great pity to see a good picture 
handled in that way. 

This picture is a nice innova- 
tion in the detergent and soap 
powder war. There has already 
been a case where one product 
took tonal rendering as its theme 
and kept it going for very many 
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years. Are we going to see some- 
thing of a similar nature in the 
Surf spotless theme ? 

If we are, then we shall see 
some fun in the reproductions. It 
was brave to contrast a shade of 
grey with something near white. 
The picture in an advertisement 
is illustrated on page 38. 


i the first issue of each month ADVERTISER'S WEEKLY pub- 

lishes an outstanding commercial photograph chosen by a 
selection panel comprising a nominee of the Institute of British 
Photographers, the Editor of ADVERTISER'S WEEKLY and Ben 
Freeman. Photographs should be sent to the Editor and the test of 
eligibility is simply this . . . Is the photograph selling something? 
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INDUSTRIAL INTERIOR 


So many photographs of exceptional and novel subjects are made on Ilford HP3 
that it is easy to overlook the fact that for every unusual example, thousands of 
straightforward run-of-the-mill exposures are made day in and day out on this remark- 
able emulsion. Yet even the most down-to-earth subject, photographed on HP3, 
automatically moves up into a higher class. 

This picture of a gear assembly shop, taken on Ilford HP3 by R. Baron, A.1.B.P., 
of C. H. Wood (Bradford) Ltd., is typical of the everyday applications of HP3 in 
the industrial field. It has twice been selected to represent Yorkshire Industrial 
Photography, and at the 1955 1.B.P. Exhibition was specially commended by the judges. 


ILFORD #p3 PLATES & FLAT FILMS 


Recommended ILFORD developers: ID-!!, ID-48 and Microphen 


ILFORD LIMITED ; ILFORD ' LONDON 


Trade Showroom: 106,7 HIGH HOLBORN, LONDON, W.C.!. Telephone: HOLborn 3401 


Wee: a 7 ~~. vv _ ie a oe - ia hey = 2 — i ~ ae —— OF = ote 
LT 35 ADVERTISER'S WEEKLY 
, . — ” ty ae QZ , ad 
iF ., “i oe s — he ~ | PE ‘a - ro Bi a = i E a 
~5 lee ee a es , : * ae eis «id Bae 5 oo a _ 
: Be — : ghee SE, i a * ze , 7! Se dst an 
3 7% 3 é Pega ke —_— a - 7 ae * 
“a — : 2 . . a ee ne ei a ; 
ey =e comm 5 i aha ~~ . : ¥ 
_ . @ a ae 20 a Clg: ~ — Sites F 
F ° ye ; ae mens, PS + a "i es ep = sol s 2 ~— 
‘ . +, ei - . ” Dic 2 i ies le it 7 ‘ ; : $ | 
- tn - ‘4 ~ % = ‘ ; ‘ ae oN ge < b=) i -  ee oe , = 
bs = ge “ae ae c oe ae ea Be aeen—naeee ig . 
. SS ie on ae a 
, * ei, * re my _—— $ —— + ” gae > ee 
; ee — | purr aa wa a st : . "; — a 
: } CC TS See : = oy BB: ¢ ‘ ; 
2. ok {oe ra a ieee = Seen: 1d ry y . 
Pe a Seek. cadijepameen "| ae | ae 
5 } ‘cares ; ty j ” * { PG Fs x 
f t ‘ . — —— i ie | 
; P ‘ aed 5 cee we pape 4 Al + ‘a oe : Z e on ee Be, ‘ ” 4 “ kd B: 
. = a. gaan xe es yeahs - os fms. é ars 
. _ >» pa — m — ee" = Stel ae j &  —_ (ile. ti 
% a Fe ay ator e —— . va z i q - " . of ; - by 44 q 9 » fog, oy by - i 4 
= | i ° ; 7, ee . we t! a “te ¥ a Tt 
4 = TT oe tiny 14 — Hoe 4 yi s ’ . € 
y 2 t : £ re? . (ba , 2 ‘ 3 9 ? 4 — ms “ 
r (Tite. Fede “, i ae — ae ‘ ° %. 
€ 5 dp ‘ti, Die Fe ea ae, . * y 5 
" fem oa =. 76 A 
Fi Pi) ac i - 7 { Fie. —_ ~s > ae - . tpn crag : s wy bia, i - 
fo aS 2 i= : ee «3 a NF * i ‘ 
sy : ~ if a s Stee me + 7 athe 
‘. ‘ - - t.." = a Bis... 3 se ex ‘ ~~. 4 
a Tv &e SO con os a ee 
; : . rors De eee eee ie BS — Se cae, ie) a 
: . sf ts ; e a é ef; 4 a <b lel ey ek pilot Se 
, pt tthe. fi -, “4 Ye eae a Re a a ee Sik Seg 
, “s " tee ot age ee ne cee eee 
hm: . Sasi in ia SE eo ee 
d we a eet ee oS ane aa ee 
| PeTEi A, oe. set. aes. 
f busi witis j on ge SE ae 
7 - , a te oe oe asa et 
: f i ja - a ie “ ce ee i 
“era See ge n Vae “a ee ae 
~~ (ae es PEPPPPPOTC . <vhee - 
‘ts ; 


ADVERTISER'S WEEKLY 


HERE have been many 
occasions, while my wife 
has been buying a hat, when 
| have had time on my hands 
to contemplate female re- 
actions on the relative suit- 
ability of millinery models to 
their own personality. Dis- 
play and point-of-sale material 
appear not to interest them, 
and the reaction, I fancy, is 
that the face of the model 
illustrated bears little or no 
resemblance to their own. 
Women, however, do seem to 
take quite a lot of notice of hats 
perched precariously on plaster- 
cast heads and it seems that the 
self-identification process is a lot 
easier—and the hat is therefore 
worth trying on. 


Similar conclusion 


This reasoning led me_ to 
wonder why it was that photo- 
graphers never seemed to make 
use of these “heads” and so it 
was with a good deal of pleasant 
surprise that I discovered Harry 
Hardy, of Eastbourne, had been 
doing some thinking § along 
similar lines. 

Now Hardy is the typical kind 
of provincial photographer who 
has to take anything that comes 
his way and his technique has 
perforce to be pretty versatile. It 
was good to see though, that here 
was the will to experiment and 
that he was keen enough to try 


4, Your market 
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A powerful selling job— 
with a plaster head 


By 


out ideas even though no cash 
was attached at the end. 

His picture, which is repro- 
duced here, has not yet been 
used anywhere, but it certainly 
has a powerful diagonal com- 
position coupled with a re- 
strained delicacy of tone . . . as 
well as a change of idea. 

I hope Mr. Hardy's experiment 
meets with due reward. 


bd * % 


THE LAST time we came out 
with this feature (ADVERTISER'S 
WEEKLY, February 3, page 30) | 
mentioned the exhibition of com- 
mercial photography at the Ilford 
Galleries, High Holborn, by 
Charles Howard of Chichester. 
At the time I said that three of 
them took my fancy and we are 
now able to reproduce one of 
them together with a short com- 
ment. You might not agree, of 
course, but if my remarks only 
serve to make you think a bit, 
they will not have been made in 
vain. 

One picture was “Width Indi- 
cator.” where the job was to 


Millions of men, women and children, varied 


in colour, creed and vocation, humanity in 


every walk of life, can be attracted to your 


product by outstanding display at the point 


past masters at selling a great variety 


PRIESTLEYS of Gloucester 


Commercial Road, Gloucester. Telephone: 22281-4. 22 Buckingham Street, London, W.C.2. Telephone: TRA 4277-8. 
Victoria Buildings, 32 Deansgate, Manchester 3. Telephone: BLA 3851. 
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BEN FREEMAN 


illustrate one of those odd attach- 
ments that some motorists delight 
to have at the edge of their mud- 
guards (to use the old-fashioned 
term). It would have been so 
easy to do a stereotyped shot 
head-on to the front of a car 
with the two width indicators 
conveniently picked out with two 
small spotlights and the picture 
would presumably have been 
quite usable if you accept such 
standards. 


Unusual angle 


But this one was different for 
Mr. Howard took a high view- 
point coming down across one 
mudguard only and straight on 
to the kerbstones. The diagonal 
line was relieved by the conveni- 
ent bright circle of the headlamp 
glass which, far from being dis- 
tracting, as you might think, 
really served to accentuate the 
width indicator. 

A very original treatment 
a very powerful picture. 

I came away from this exhibi- 
tion with the firm impression that 
here at any rate was one photo- 


and 


of products by good presentation 


by cut-outs, showeards, models or elaborate 


three-dimensional settings. 


Long experience, plus every facility for rapid 
and top-grade production, have earned us 


a high reputation in every branch of visual 


selling. 


Masters of Display 


CEN 1941 


And at Cardiff. 


70 Caroline Street, Birmingham 3. Telephone: 
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This picture by Harry Hardy of 
Eastbourne shows the will to 
experiment, says Ben Freeman. 


grapher who thought first and 
shot afterwards. 

It so happened that I turned 
out of Holborn and into Kings- 
way on my way back to the office 
and therefore, of necessity, had 
to pass the Air Ministry premises. 
And as there have been since 
long before the war, there were 
photographs in the windows. For 
the first time in my life I stopped 
to look. 

Then I began to wonder. 

Presumably the photographs 
are there to attract attention. 
Presumably it is hoped that some 


@ Continued on page 38 
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3D binhuipe > Facts and Figures 


of the 
Three variations on 
te denis « Press of the World 


firstly the floor unit 


designed to achieve accurately at hand with the 


— sales at 1956 NEWSPAPER 
the Point - of - Sale. PRESS DIRECTORY 


e@ 1,526 BRITISH NEWSPAPERS 
@ 3,909 BRITISH PERIODICALS 


MOBILE . on (General, trade and technical) 
ei we © 10,827 OVERSEAS PUBLICATIONS 


(Newspapers, magazines and trade journals) 


e@ 985 DIRECTORIES, ANNUALS & YEAR BOOKS 
The floor unit on 


castors, particu- 7 "s 
larly appealing to The N.P.D. 1956 
multiples and large ¥ is now on sale... 


chain stores. 


2S~ COUNTER FERRE order you 
: te. ’ copy NOW 


suitably adapted as ' 5 j . | £ 2  * 0 . 


a counter stand for a . Per copy 
% including postage 


The same unit but 


smaller shops. 


Your enquiries are invited 
regarding your own | 
display requirements. 


ee ee ee The NEWSPAPER 
ACRO Marketing Ltd. PRESS DIRECTORY 


ADVERTISING DIVISION 
| 154 FLEET STREET £.C.4 
9, WARWICK COURT, LONDON, W.C.l. es fee ee yor 


Telephone : CHAncery 5654-5 
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in the Dockyard. 


Workers leaving the Unicorn Gate, Portsmouth Dockyard. 


Plenty of work ahead ! 


CONFIDENCE in future Dockyard 
employment was expressed by the Admiral 
Superintendent at Portsmouth. 
the Civil Lord’s assurance on 
of work "’ should give confidence to 

all now employed or seeking employment 


He said 
plenty 


The Portsmouth Dockyard employs over 23,000. 


Advertisers can have CONFIDENCE in the 


EVENING NEWS 


PORTSMOUTH 


The City’s own evening newspaper 
LONDON OFFICE: 85 Fleet St., E.C.4 Telephone 


: FLEet 2845 


SYNONYMOUS WITH | 
REAL SERVICE | 


Regina Studies 


QUALITY 
SILK SCREEN PRINTERS 
IN ADVERTISING 


66 WALDECK ROAD, 
LONDON, W.4 


Chiswick 3359, 1789 & 6718 


USE 


The post to 
distribute more information 
. . . 
The post to 
get ‘leads’ for representatives 
. . . 
The post to 
follow-up personal calls 
. . . 
The ‘phone (or post) 
for expert help from 
HARPERS PUBLICITY LTD. 
404-5 HIGH 


EALING 6318 
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at HH 
R. P. GOSSOP LTD. 
e Artists’ Agents « 


36, CARTER LANE, E.C.4 
CENTRAL 6950 
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Wanted—hetter pictures 


to boost 


Titled “Width Indi- 
cator,” this picture 
hy Charles Howard 
has struck Ben 
Freeman for its 
very original treat- 
ment. It marks an 
improvement, he 
thinks, over @ 
stereotyped head- 
on shot. 


stray soul might be tempted to 
join the Royal Air Force. Pre- 
sumably, again, the Air Ministry 
would like the civilian population 
to know that it can be adequately 
protected in the air if need be. 

I use the word “presumably” 
because those are the sort of 
reasons that come to mind: but 


_ you could not read them into the 
| photographs on show. They were 


dead, lifeless, unimaginative, 
“stooged” and in general most of 
the things such photographs 
should never be. 


Drying film 
faster 


ONE OF the recent additions to 
the Ilford range of accessories is 
the Ademco “Squee-Dry” which 
is worth looking at twice. It does 
away with sponge wipers and 
cotton wool. The makers claim 
that one stroke of it removes 95 
per cent of all moisture from any 
processed film. The jaws are 
fitted with six delicate rubber 
suction lips which clean and 
polish the film as well as leaving 
it free from water particles. 

* * * 

KopatitH Super Ortho Sheet 
Film SOF 5 has just been intro- 
duced for those photo-litho and 
photo-engraving jobs where top 
quality is essential The new 
variety is not intended to super- 
sede the Kodalith ortho sheet, 


AUTOTYPE os 


In black-and-white or colour 
AUTOTYPE COMPANY LTD. 
Brownlow Rd. London, W.13. Ealing 269! 


the RAF 


The new film (available in a 
variety of sizes from 4} x 6} to 
20 x 24 inches) has greater 
exposure and development lati- 
tude (it gives an acceptable nega- 
tive through a long development 
time range) and better dot quality. 
The film is extremely resistant to 
abrasion and heavy dot etching 
can be carried out on it with little 
loss of core density. 


Photo of month | 
Hold it up to the light! 


Not a shadow of a stain 


o ™ Pate of 5 tow 


. wren! Rota s 
You jut gem your white: spotiens SPOTLEMS WHITE) 


This is this month's selected 
picture (see page 34) within the 
context of an advertisement 
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f aper wel I Down here the light is dappled, strangely peaceful — 


although overhead the lamps glare in harsh incandescence and the air is full 
of the thundering waterfall noise of the nearby machines. 
Those steel rollers are the drying cylinders of a new paper-making 
machine now being built by Bowaters. But they are more than that. 
In their massive readiness they epitomise the power and thought 
behind the Bowater development programme, at whose centre 
they, and others like them, are destined to play their part. 
The plan is not confined to Britain although Britain will derive most 
benefit from it. Developments in Canada and the United States fit into 
and extend the pattern of economic and geographical diversification. 
Six new paper-making machines and new factories, to make 
products as different as facial tissues and building boards, are 
to be built in places as far apart as Kent and Tennessee. 
When this plan has been fulfilled, the Bowater Organisation will 
be contributing considerably more than 5,000 tons of pulp, paper 
and board each day to meet an ever-growing world demand. 
The Bowater plan—complete, integrated and now in 
motion—goes far to ensure that the world’s paper well 
continues to vield full measure. 


Bowaters = 


THE BOWATER PAPER CORPORATION LIMITED 
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Great Britain United States of America 
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» YOU 


will get the best share of the valuable 
DANISH MARKET 
by planning your promotion in 
BERLINGSKE 'TIDENDE 
Which last year carried 50 per cent. more ad- 
vertising than any other Danish daily 
prefer 


DENMARK’S BIGGEST DAILY 


therefore 


Exclusive representatives for Great Britain: 


Joshua B. Powers, Lid., 14, Cockspur Street, London, S.W.1. 


Tel.: WHI tehall 3366 


Want to be introduced 
to the Danish Market ? 


British quality is highly appreciated ‘by the Danish consumer. 
lf you want your merchandise introduced into the Danish market 
your best and most efficient advertising media will be one of 


Denmark's two leading weekly Hjemmet 


magazines : 
the magazine for the Danish family—read by every fifth family 
in Denmark, or 


i a 


Enquire for further nformation: 
JOSHUA B. POWERS LTD. 
14 Cockspur Street, London, S.W.1. Tel.: WhHitehall 


the magazine for housewives—a weekly 
guest in every sixth Danish household. 


3366 


New style advertisement 


Aprit 6, 


1956 


in Danish daily 


A novel approach to press advertising was recently taken in 


Denmark by the Shell organisation. 


Involving 1} pages, it is 


thought that the prospect has been opened up for a successful 
and amusing approach to oil promotion. 


Ww"! is claimed by the 
publishers to be “the 
first performance in the world 
of the ‘double-effect’ advertise- 
ments” appeared in the daily 
newspaper Politiken on behalf 
of the Shell organisation. 


This was a one and a-half page 
advertisement (11 columns), con- 
sisting of a cut vertical half- 
page falling over the full page 
portion of the advertisement 
Having flipped over the half-page, 
the hidden part of the full page 
appears, revealing a change of 
the copy and illustration of the 
advertisement. This new style of 
presentation, believes the news- 
paper, opens up the prospect of 
an individual and amusing way 
of advertising. 


Advertisement summary 


The Danish booksellers’ pub- 
licity office have a notable service. 
In their professional paper the 
Bookseller they summarise the 
following week’s publishers’ ad- 
vertising. This information helps 
the booksellers all over the 
country to arrange window dis 
plays, circular letters, local ad 
vertising and further promotional 
work in good time as well as 
obtain adequate stocks of the ad 
vertised books 


This shows _ the 
half - page of the 
whole advertise- 
ment for Shell ICA 
folded back from 
the full page. It is 
claimed by _ the 
publishers of “Poli- 
tiken” that _ this 
represents the first 
time such an adver- 
tisement has been 
arranged, 


DENMARK 


Penalty for 
dental ad 


A COPENHAGEN denta! 
mechanic was recently fined 500 
kroner for unlawful advertising 
According to Danish law dental 
mechanics are allowed in their 
advertising to give only informa 
tion about the nature of their 
establishment, address, and office 
hours. The dental mechanic had. 
among other things, advertised 
“Surgery for finer dentistry.” and 
on his window panes he had tried 
to draw custom with the phrase 
“Denture de luxe.” 

t * * 


THe INTERNATIONAL — Fishery 
Trade Fair opens in Copenhagen 
on May 18 to 27 and will be the 


@ Continued on page 4! 
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THIS year’s Paris Interna- 
tional Trade Fair — the 
Foire de Paris —- which opens 
m May 5, will have an area 
xf 450,000 square metres, the 
argest ever. A new hall 70 feet 
igh will be a dominating 
eature. 


With over 13,000 exhibitors, all 
he available space has already 
xeen booked. The usual hard- 
ore of British manufacturers 
vill be represented, mainly 
hrough their agents, but they will 
9¢ greatly outnumbered by their 
oreign competitors which, inci- 
jentally, draws attention, once 
again, to the existing need for an 
ocreased effort in export adver- 
ising. 

Communist China will be re- 
resented for the first time with a 
tand area of over 3,000 square 
eet and the outstanding exhibit 
of the fair will probably be an 
authentic oil well, set up by 
umania, with a derrick 130 feet 
righ. 


Suceess of catalogue 


In 1955 the event had nearly 
3,800,000 visitors during the 17 
days it was open and the sale 
of the official catalogue in- 
creased by 20 per cent over the 
previous year — a point well 
worth bearing in mind by 
British exporters who cannot 
afford the cost of a stand. 


Each year 30,000 copies of the 
atalogue are printed and their 
istribution ranges across the 
Jnited States, South America, 
he Middle and Far East. They 
each both buyers visiting the fair 
and those unable to come person- 
ally. It is possible for British ex- 
sorters to take up space in the 
atalogue, even though they are 
rot ~=exhibitors, thus indirectly 
aking advantage of the event for 
resenting their goods to overseas 
uyers 


The importance of the fair in 
he international field may be 
zauged from the fact that in 1955, 
wer 150,000 visitors came from 
abroad; in order of numerical 
mportance there were: Germans, 
3elgians, Spaniards, Americans 
and British. 


Improved facilities 


41 


at 


big Paris exhibition 


It is estimated that over £100 
million worth of business was 
done. Mainly that figure covered 
sales of heavy industrial and 
public works machinery and 
equipment, lifting and handling 
machinery, and machine tools. 
Trade was also reported bright in 
the furniture and toys sections. 


A centre for commercial ex- 
changes, introduced last year, will 
again be set up near the entrance 
where buyers from abroad will 
be supplied with all information 
necessary for their business trans- 
actions. 


Biggest-ever U.S. 


housewares show 


A ToraL of 575 exhibitors will 
occupy all the available space at 
the “mid-year” National House- 
wares Manufacturers’ Exhibit to 
be held July 9-13 in Atlantic 
City. This will make it the 
largest such show in the history 
of the American housewares in- 
dustry. An estimated 10,000 
buyers are expected. Exhibitors 
are being provided with several 
promotional aids to be used on 
stationery, advertising, etc. 

The exhibit is organised twice 
a year by the National House- 
wares Manufacturers’ Associa- 
tion—a winter “version” taking 
place each January. The latest 
trends in home appliances and 
general housewares are always 
heavily featured. 


Turkey grows 


THE PRELIMINARY figures of 
the census of population which 


took place in Turkey in 1955 
show the total population as 
24,111,778, compared with 


20,936,524 in 1950. 

There are now 17 cities with 
populations of over 50,000, as 
against 11 such cities in 1950. 
The population of Istanbul, the 
largest city in Turkey, has gone 
up to 1,214,616, as compared 
with 983,041 in 1950; while 
Ankara, Turkey's capital city, 
has jumped from 288,536 in 1950 
to 453,151 in 1955. 


FOCUS ON DENMARK. continued 


irst international event of its 
ind to take place in Scandinavia. 
deld in the Forum building and 
also at the harbour at Sydhavnen, 
he exhibits will cover clothing, 
ishing equipment, marine 
sngines, fish meal manufacture, 
ish canning, cold storage and re- 
rigeration, nautical instruments, 
stc. 

Exhibitors will have stands in 
emporary halls built on an area 
yf 20,000 square metres by the 


waterside in the harbour section 
In that section will be shown 
working marine engines, fish 
transport lorries and other ex- 
hibits which must not be dis- 
played or demonstrated in the 
main building. On one side of 


the harbour section is a quay 
where deep water fishing vessels 
and larger craft will be anchored 
and on the other is a space where 
smaller fishing boats will be dis- 
played. 
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other Danish newspaper. Fullest 
information and service from 
our London Office, 


1955 has been a year to remember in Denmark. 
A wonderful summer was followed by the 


Exhibition in Copenhagen and the 


glories of the Tattoo, things we shall never 


British exporters and their advertising agents 
should realise that this year of 1956 will be 
the time to consolidate the pronounced good- 
will that now exists for British goods. 
not come to Denmark and study the market 
Situation on the spot? 
we always welcome the chance of greeting 
old friends and making new ones. 


Why 


Here in Politiken House 


for advertising, remember that 


POLITIKEN is still the foremost medium and 
‘ 


more display than any 


KL. CRANE ~ 


St. E.C.4, Fle. 2811. 


Do you want to come in contact with the whole 


represented in England by 

Alb. Milhado & Co., Ltd., 140 
Cromwell Road, London, SW7 
FREmantie 8592/3 


“ 
DENMARK 


you cannot do it, without having 
JYLLANDS - POSTEN 


on your budget 


Jyllands-Posten is the biggest 
daily outside Copenhagen, 
and has by far the largest 
sale in Jutland and Funen, 
where 55% of the popula- 
tion of Denmark live. 


The readers are mostly to be 
found in that part of the 
Danish population which 
appreciates better quality 
goods and are able to buy 
them. 


The advertising rates are 
lower than those of any other 
Danish daily. 


Bullands MK Posten 


The big conservative Danish morning paper 
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“AL AKHBAR” 
CAIRO 
Net Sales at Dee. 31, 1955 


The above Egyptian daily has 
recently issued its latest Net 
Sales figure. 
Net Sales at June 30, 1955 
103,625 
Net Sales at Dee. 
109,228 
Specimen copies of “AL 
AKHBAR ” can be obtained 
from the Sole Agents : 


GEORGE YOUNG, 
Overseas Publicity & 
Service Agency Ltd., 
29 Oxford Streei, W.1. 


GERrard 0737 


‘N — 
1} f 


31, 1955 


Because of its 
enormous circulation 
ADVERTISING 

COSTS LESS 


in the 
NATIONAL NEWSAGENT 
BOOKSELLER 
STATIONER 


May we send you details 
of this leading journal? 


ap 


meneen OF THe 
avon = #UREAU 
we cecuLatiow 


By far the largest net sale 
149 Fleet Street, E.C.4 
CITY 2604 (5 lines) 


PADDINGTON 
ADVERTISING 
COMPANY 


37 SPRING STREET W.2. 


42 


Reproduced by Courtesy of Messrs. Cater 
Stoffell & Fortt Limited of Bath. 


2 


Bath Olivers 


are still 
Big Business 


Dr. Oliver certainly started 
something when he perfected 
his biscuit. Today it is still the 
basis of a healthy industry—one 
of the many which ensure the 
steady prosperity of Bath Spa 
and its adjoining counties. 

This prosperous community 
should not be neglected in any 
national campaign. It is easily 
reached through the Bath 
Chronicle which, for 10/- per 
s.c.i. gives you complete cover- 
age of the whole area. 

It's the only evening paper 
printed and published in Somer- 
set, and sells 14 copies for every 
house in the city, and also has a 
big circulation in West Wilts and 
North Somerset through the 
Branch Offices at Trowbridge, 
Chippenham, Devizes, Radstock 
and Keynsham. 


You can’t cover the West 
properly without the 


‘path & WILTS 
. Chronicle & HERALD | 


ESTABLISHED !7T40 


* Not to mention the three weeklies which 
reach the prosperous West Countryman at 
week-ends when he has the time to read 
them: —SOMERSET GUARDIAN, WIL 1- 
SHIRE NEWS & BATH WEEKI} 
CHRONICLE. Get full details from S. H 
Roberts, 134 Fleet Street, London, E.C.4. 
Arnold Ellis, Cromford House, Market 
Street, Manchester 4, or Head Office, 33 
Westgate Street, Bath. 


Lighting the 
increased 


A XPENSIVE advertising 

and sales schemes may be 
wasted if potential customers 
who have been persuaded to 
visit a large store cannot be 
induced to explore beyond the 
ground floor when once they 
are inside. 


A novel idea now creating 
interest at Swan & Edgar’s store 
in Piccadilly Circus, London, pro- 
vides a solution to the problem. 
The side walls of the escalator. 
which rises from the centre of 
the ground sales floor to the first 
floor, are constructed of 
armoured glass, sand blasted on 
the inside. Fitted into each wall 
is a reflector to which is attached 
a series of Osram “intermediate 
white” cold cathode fluorescent 
tubes. 


Brilliant centre piece 


The idea, conceived by the 
directors of Swan & Edgar and 
carried out entirely by the com- 
pany’s architect, George Coles, 
in conjunction with the General 
Electric Co., Ltd.. and Waygood- 
Otis Ltd., transforms the esca- 
lator into a brilliantly lit centre 
piece of compelling attraction 
which extends an unspoken invi- 
tation to customers to go up to 
the gift hall. 

General lighting over the esca- 
lator, is provided by additional 


si Py.’ 


eee we eee 


Traditional Dutch costumes, a windmill and a row 
main features in a window display publicising British Railways 
Eastern Region travel services to Holland at Liverpool Street Station 


WE WANT 
AN 
AGENT 


with any clients whose products 
or services appeal to the water 
engineer, sewage engineer, oF 
municipal engineer to let us have 
the opportunity of proving that 
“THE WATER & SANITARY 
ENGINEER” 

is unbeatable as a first rate 
medium. Contact the Advertise- 
ment Manager at 32 Finsbury 
Square, E.C.2, or phone 
MONarch 1541. 


Aprit 6, 1956 


way up to 
turnover 


Something quite new in the way 


of in-store lighting has been 
installed at Swan & Edgar's in 


Piccadilly Circus, London. 


cold cathode fluorescent tubing in 


specially shaped ceiling coves 


designed by Mr. Coles. 
trical work was carried out 
Higgins & Cattle Ltd. 
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Commercial Art & Photography 
Terminus 8770 0078 
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for 


Cost per thousand actual viewers of a 30- 
second spot on Associated-Rediffusion (in- 
cluding bonus) is now in some cases as 
low as 7/-. 

This makes TV an economic medium 
for the advertiser by. any standards. But 
better 


than that for the smaller advertiser. 


Associated-Rediffusion can do 


£55 will buy you a five-second slide and 
a nine-word message on Associated-Rediffu- 
sion. £200 will get you a seven-second 


time spot at peak listening hours. 


ADVERTISER'S WEEKLY 


the 


smaller advertiser 


If you know of a cheaper way to get 
your sales message into 650,000 homes 
with the same impact, and when the 
prospects are at their most receptive, 


wed like to hear it. 


If you don't, then perhaps you'd like 
to hear more about what Associated- 
Rediffusion can offer the smaller adver- 
tiser. Ask your agency for details, or 
get in touch with Associated-Rediffusion 


direct. 


ASSOCIATED-REDIFFUSION 
Monday to Friday—Every day a Shopping Day 


ASSOCIATED-REDIFFUSION LTD., 


Television 


House, Kingsway, W.C.2. HOLborn 7888 
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THE GRAPHIC ARTS 
—a weekly news survey 


The heading of this feature is 
set in 18 point Ludlow Black, 
which was cut in 1924. It is 
of a similar design and the 
same weight as Cooper Black. 

The lower case “e” is as in 
Cooper Black, but the lawer 


case “w” has no middle serif. 

Cooper Black was designed for 
American ‘Typefourgders in 
1921 as a hand set face, but 
Ludlow Black, of course, is 
set as a slug on the Ludlow 
machine. 


A new organisation for printing 
ink manufacturers, called the 
Society of British Printing Ink 
Manufacturers, has been inaugu- 
rated. The British Printing Ink 
Association and the Federation of 
British Printing Ink Manufac- 
turers are being dissolved. 

The new society resulted from 
a meeting of ink manufacturers 
in London last year, when it was 
unanimously decided to form the 
new body. Secretary of the 
society is Selwyn R. Cobb, at 
Burley House, Theobalds Road, 
London, W.C.2. 

A statement about settlement 
discounts by the society says that 
following the rise in the cost of 
overheads and raw materials 
used in the manufacture of print- 
ing ink, there has been a con- 
siderable increase in the wages of 
operatives. 

It continues: “To avoid still 
larger increases in selling prices, 
members of the Society of British 
Printing Ink Manufacturers have 
decided that supplies of inks and 
sundries invoiced on and after 
March 1, 1956, are being charged 
net and no settlement discount 
will be allowed on goods invoiced 
from that date until further 
notice.” 


Layouts on show 


A selection of prize-winning 
layouts and certificate awards in 
the British Federation of Master 
Printers 1955 Gold Medal Layout 
competition will be on show in 
the Library Hall of Watford 
Technical College from April 23 
to 27. 


Typical Dutch books, on show at 

the exhibition of “Design and 

Printing in the Netherlands” at the 

premises of the National Book 

League, Albemarle Street. It opened 

vesterday (Thursday) and will close 
on Wednesday. 


New society for ink manufacturers 


Exhibition of 
Dutch printing 
in London 


An exhibition of design and 
printing in the Netherlands 
opened at the National Book 
League yesterday (Thursday). 
It is organised by the Dutch 
printing industry with the co- 
operation of the Economic In- 
formation Service of the Nether- 
lands Ministry of Economic 
Affairs. Closing day is Wednes- 
day. 

A_ special booklet has been 
published for the exhibition and 
will be given to all British crafts- 
men, publishers and visitors in- 
terested in printing, publishing 
and the allied trades. 

In the exhibition, letter 
designers, artists, layout men, 
compositors, printers and other 
specialists with long and valued 
traditions show what can be 
achieved by co-operation. 


The first room contains a 
selection of books in English and 
other languages, and the second 
half of the exhibition consists of 
all forms of Dutch commercial 
printing, ranging from simple 
work to elaborate flower-cata- 
logues printed by letter-press, 
gravure and offset. Reproduc- 
tions of the work of modern 
artists are displayed on the walls. 


The Dutch exhibition com- 
mittee of the Graphic Export 
Centre, Amsterdam, have also 
produced in English a booklet 
which deals with printing in their 
country. It is entitled Publish- 
ing & Printing in the Nether- 
lands. 


ADVERTISER'S WEEKLY 


A general view of the new studio which has been opened by the Plastics 
Division of E. K. Cole Lid. at Southend-on-Sea, to carry out plastics 
industrial design work in connection with Ekco’s own products and to 


advise and assist trade customers in their design problems. 


The studio 


incorporates a special model-making section where prototypes can be 
constructed. 


Engravers’ new 


monthly 


The Kings Town Engraving 
Co., Ltd., of Hull, have in answer 
to a number of requests, started 
a new magazine called the 
Kings Town Journal. In June of 
1953 the company published the 
12th and final issue of their 
magazine Press On. The new 
magazine will be a successor to 
Press On. It is in larger format, 
but has only eight pages. 

A second colour is used 
throughout. In the first issue, 
which was published recently, 
there was an article on Chris- 
topher Plantin and another on 
electronic photo-engraving 
machines. The magazine will be 
published quarterly. 

Paper sample 

To illustrate the use made of 
Mellotex in the presentation of 
the new illustrated volume Scot- 
land by G. S. Fraser and Edwin 
Smith (published by Thames & 
Hudson), the paper manufac- 
turers, Tullis Russell & Co., Ltd., 
are distributing a sample four- 
page leaflet of the paper used. 

The centre spread in colour 
shows the quality of photo- 
gravure reproduction possible on 
this paper. Other colour illus- 
trations and text matter are 
included to show that the same 
standard of finish is possible 
simultaneously op both faces of 
the paper. 


New inks for cast-coated paper 


Because they feel that there is 
an “excellent future” for cast- 
coated papers now being im- 
ported into this country in bulk, 
Coates Brothers Inks Ltd. have 
formulated special Glosskrome 
inks. 

The consumption of  cast- 
coated stock in America is esti- 
mated to be at the rate of 
40,000 tons per annum, and it is 
reported that manufacturers may 
start production in this country in 
the near future. 

Coates Brothers, who have 


issued a special leaflet on the 
subject, am tet they developed 
and proved the worth of this ink 
which enables, they claim, a very 
fine reproduction to be obtained 
as well as excellent gloss. 

“Cast-coated paper is ideal for 
all kinds of high class work such 
as cosmetic packaging and for 
use as glossy headers with cello- 
phane bags,” say Coates Brothers. 

Coates’s technical instruction 
leaflet says that Glosskrome inks 
have been specially prepared for 
printing on absorbent types of 
cast-coated stock. 


‘British printers 
cheaper, more 


accurate’ 


When Norman Bratt, publish- 
ing superintendent to the British 
& Foreign Bible Society for the 
last ten years, spoke to the Society 
of Typographic Designers, he 
paid tribute to British printers 
for the attention they give to 
maintaining accuracy. 

“Such diligence is found no- 
where else in the world,” he said, 
“and, despite the much cheaper 
labour costs in countries like 
India, printers in England can 
produce bibles in foreign lan- 
guages at about half the cost 
there, and certainly cheaper than 
most other countries—including 
Canada, Australia and New Zea- 
land.” 

Mr. Bratt was speaking on 
“Producing the World's Best 
Seller.” 

Of the Bibles which the Seciety 
produces in 202 different lan- 
guages, Mr. Bratt showed mem- 
bers over 30 which included those 
in Eskimo, Zulu, Tibetan, 
Korean, Kree, Maori, Cam- 
bodian, Russian, Tamil, Burmese, 
Bengali, Luba Katanga, Fang, 
Shona Union and Swahili. 

As an instance of how his 
Society sought every oppor 
tunity to increase efficient produc- 
tion, Mr. Bratt said that for their 
Ruby Bible, which had sold over 
6,000,000 copies since 1933, 256 
pages were imposed in a single 
forme so that only five sheets 
(444 in. by 60 in.) were needed 
for each copy. 

In answer to a question about 
type faces for bibles in foreign 
languages, Mr. Bratt said: “lI 
think Monotype Times Semi- 
bold is the coming face for this 
kind of printing, although for 
native peoples we still find 
Plantin 110 unbeatable.” 

Next meeting of the Society of 
Typographic signers will be 
held in the Monotype Lecture 
Hall, on Thursday, April 26, 
when Kenneth Wood will talk 
about the “Effect of Contem- 
pew _, Artists on Commercial 

ign. 
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AS | WAS SAYING... 


WuHo was it who, when his 
column was interrupted by a war 
or some such calamity, calmly 
resumed several years later with the 
words: “As I was saying when | 
was interrupted . . .”"? 

If | can’t match this masterpiece 
of sang-froid, I can at least record 
my pleasure at being able to hang 
out the Contact sign again and to 
thank the many people who have 
written to me during my enforced 
silence. 

. * 


AMONG those whom for other, 


and very assorted, reasons | wish to 
thank are: 

W. E. Willsmore, D. A. Tibben- 
ham and their co-directors for a 
most enjoyable visit to Norwich to 
attend the 25th birthday party of 
their agency ; 

E. E. Preston (a vice-president of 
the Publicity Club of London) 
whose thoughtful gift of early copies 
of ADVERTISER'S WEEKLY and 
Advertising World, which he had 
used in completing the history of 
the Club, have proved a_ most 
valuable addition to our files: and 

Colin Mann (head of publicity 
and advertising, J. Lyons & Co., 
Lid.), whose gift of a couple of 
bottles of “the wine that maketh 
glad the heart of man” rounded off 
most satisfactorily my wine-tasting 


visit to the Lyons’ cellars at the 
Daily Mail Ideal Home. Exhibition 
* * * 


MEY contacts with Marcus Tillot- 
son, in whose favour his father. 
F. L. Tillotson, has _ relinquished 
the chairmanship of  Tillotsons 
Newspapers Ltd., have usually been 
at the annual meetings of the Young 
Newspapermen’s Association, of 
which he was first chairman when 
it was formed in 1948 and, a year 
later, its first president. He had to 
resign from the YNA—I think last 
year—having reached the 40-year 
age limit, but I hope he will con- 
tinue to look in at the conferences 

In addition to his work for the 
newspaper industry—he is a mem 
ber of the Lancashire, Cheshire and 
Derbyshire Federation of Weekly 
Newspapers and of the labour com- 
mittee of the Newspaper Society 
Mr. Tillotson does much local 
public work. 

He is chairman of the Bolton. 
Leigh and, District Deaf and Dumb 
Society. former president of the 
Bolton Reform Club, president of 
the Bolton Rock Garden and Alpine 
Society, a manager of the Bolton 
Trustee Savings Bank, a member of 
the committee of management of 
the local YMCA, and a member of 
Bolton Civil Defence. 

He is married and has 
children. 


four 


a gtoup of nine 
influential newspapers 
AB.C. Weekly Net Sales 


24.7238 


Associated Kent Newspapers Ltd. 
LONDON: E.W. PLAYER LTD., 30, FLEET ST.EC4. 


At the 25th birthday party of Willsmore and Tibbenham (Norwich) Ltd., 


held in the beautiful Music Room, 


Mrs. Katherine M. Cox, D. A. 


Schoolmaster to 
air-line PRO 


A ONE-TIME schoolmaster who 
entered the air line business—and 
publicity—just 10 years ago is now 
publicity manager of Aer Lingus 
and Aer Rianta (Irish Air Lines). 
He is Gerald C. Draper who has 
succeeded 
Major Eamonn 
Rooney, ap- 
pointed to 
special duties 
in the general 
manager's 
office. 

A Dubliner, 
Mr. Draper 
graduated 
from Dublin 
University in 
modern _his- 
tory and po- 
litical science. 
He has made 
a continued 
study of airline advertising technique 
on visits to Britain, Switzerland and 
Holland, and also gained experience 
of American methods with an Aer 
Lingus team which visited the US 
under the European Co-operation 
Administration scheme in 1951. 

He has represented his company 
in the Association of Advertisers in 
Ireland for the past two years. 

In his spare time he has been 
active in assisting the voluntary work 
of the cerebral palsy clinic in Dublin. 


Draper 


Cellar party 


BBENEATH the __history-soaked 
pavements of College Hill, Cannon 
Street. lie wine cellars believed to 
have been used by Dick Whittington. 
and now belonging to Martinez 
Gassiot Co., Ltd., the port and 
sherry shippers. 

The other day, Peter Hunt, who 
looks after their public relations at 
Downtons Ltd., their agents, invited 
me to attend the opening of these 
cellars as the guest of G. R. 
Beresford Smith, chairman and 
managing director of Martinez 
Gassiot. This firm’s history is as 
full of delightful character as the 
contents of the butts of fine sherry 
and pipes of vintage port which the 
many guests, served by girls in 
Portuguese peasant attire, sampled 
by candle light The arrival of 
guests was filmed under the direc- 
tion of Edgar Barber, who is in 
charge of Downtons’ film and TV 
activities 

Being reasonably 


sober, I won- 


Assembly 
100 guests were welcomed by the directors (|. to r.) 


House, Norwich, more than 


W. E. Willsmore, 


Tibbenham, and L. D. Martin Brown. 


dered at the solicitude with which 
Mr. Hunt escorted me out. Actually 
it was to make certain that I 
received a package which, even 
before I opened it, | knew contained 
a bottle of port (Chevron, ruby) and 
sherry (Fino Basilio)! 


* * * 


WHEN the Publicity Club of 
Leicester met for luncheon the other 
day members were brought to order 
by an extension of the long arm of 
the law, namely, a truncheon! 


It was a gift to the club (and an 
inscribed one, at that) from John A. 
Taylor, Chief Constable of Leicester 
and Rutland, who, when addressing 
the club on a previous occasion 
noticed that the chairman, Bert 
Marrion, was reaching for his 
normal “gavel,” a spoon, when it 
was snatched away by a waitress! 


* * * 
vw HAT sounded like a burst of 


guntire under his hotel window in 
Hong Kong a few weeks ago pro 
vided an uneasy moment for Jack 
Swaab, overseas manager of Foote 
Cone & Belding Lid He then 
remembered that this was Chinese 
New Year when, for 48 hours, there 
is an almost continuous fusillade 
of firecrackers as an accompaniment 
to the general feasting and celebra 
tion 

In Singapore a few days later the 
holiday was still raging; and the 
difficult choice of mding with car 
windows shut in 85 degrees or risk 
ing a cracker through an open one 
had to be made at times, he told 
me on his return 

His 18,000-mile trip ended in 
Bombay, where the recent riots had, 
to his relief, ended 


CONTACT 


WEEK'S WISECRACK 


~y 


“Carruthers has been on 
vodka for a week. He’s after 
Malenkov’s PR account.” 


eC 46 Apri 6, 1956 
>. ” : ann, 7 — Zs + Lo ; . a ¥ : oi  Aets 
fr - é = . ee Xx og Ee: > iw 
Aa, a 4 />% ~ “aN & , oo @ , x a 9 VEL < A] 
i 43 . MA &, - oS i 2 Y is aK we th a ” * , 
MONE 2 2a a !.)|hlhCUvhB 
: ae ~~ - a= ~ 4 , 
4 ® . J *, ~ a -.. ae = : eed N09 a, 
a i a tase OP : 
: ae RR yi ee Se : ; 
ee aos a 2 | } 
; Be — G B e 
: = ie eee gees 
| . “ q @ - ‘a 4 he i Shy , 
| e See aye oe ae, | 
; a 
. | : 
| - ae 
4 
ash 
- : a p 
S. ' 
e. . 
fe 5 'y A elt 
- © rn 
3 
Ha: 
he 
arts : 
ie | a 
a 
o a 
see { 
i a SS eo 
ro SSS Se 
ad ere eb => 
fo” LARGE: | — 
SS SS eS = G Orie 
oe = = + Ww E — e1%- 
ox JIN] -EN ET as e. 
ae —— _KI = 2. = No SAS \ 
- \7 | a - 
f 
r ee 
ae S| 
2 
pe: 
= 
et 
ne 
ieee. 


APRIL 6, 1956 ADVERTISER’S WEEKLY 


* 


~ PHOTOPLAY | 


The World’s Top Film Magazine 


1/3 MONTHLY 


NET SALES (ABC) 


JULY — DECEMBER 1955 


252,005 


LISS per page 


—ONLY 12/3d PER PAGE PER THOUSAND! 


A. H. McISAAC » ADVERTISEMENT DIRECTOR 
ARGUS PRESS LTD. - 8/10 TEMPLE AVENUE * LONDON EC4 ° FLE 3514 
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ADVERTISER'S WEEKLY 


Pablications News and Notes 


NoW weekly 
on April 16 


The News of the World's new 
** space-age weekly,” Rocket 
(ADVERTISER'S PEKLY, January 
27), is to be edited by Douglas 
Bader. It will be published on 
Mondays, price 44d., and the first 
issue will appear on April 16. 
Rocket will be launched with ad- 
vertising in the News of the World, 
national dailies, provincial weeklies, 
weekly magazines, posters and com- 
mercial TV spots in London and 
Birmingham. 

* * * 

The special Spring planting num- 
ber of Amateur Gardening is to be 
published on Tuesday. A promo- 
tion folder gives the audited net sale, 
July-December 1955, as 239,003, 
which is claimed as the largest 
weekly sale of any gardening paper. 
The whole-page rate is £106. 

* * a 


Another Good Housekeeping book 
will be published on April 20. It is 
called Good Housekeeping’s Family 
Favourites (12s. 6d.), and will be of 
160 pages. 

oS * * 

The first issue of a new journal 
for distribution in Latin America 
was published last week by the 
British Travel and Holidays Asso- 
ciation. The magazine Panorama 
Britanico will appear quarterly and 
consists of 24 pages. It is printed 
in Spanish and has a section in 
colour. It carries advertising. 


The winner of the Brilkie holiday 
competition in the April issue of 
She will receive a free continental 
holiday for two and four Brilkie 
dresses. Also in this issue is a 
special Dorothy Gray beauty offer 

aa ak ~ 

Two new film awards are being 
made by Picturegoer this year 
They are for the most promising 
actor and actress who were new- 
comers to films in 1955. These are 
in addition to the annual awards, 
now in their 24th year, for the out- 
Standing screen performances by 
established stars. All the awards 
are based on a readers’ poll. 

* * . 


With effect from this week's issue, 
the first since the dispute stopped 
publication, Melody Maker will 
carry backstage and show person- 
ality news throughout the paper, 
instead of sectionalising it as in the 
past. 

* * 

The Queen will feature in a 
special four-page full-calour supple- 
ment in the April 18 issue a selec- 
tion of pictures taken during the 
Royal Tour of Nigeria. The cover 
also. incorporates one of _ the 
pictures. 

* * * 

A new public company, Gaclic 
Weekly Ltd., has been registered in 
Dublin with nominal capital of 
£20,000. Principal objects are to 
purchase and take over the Gaelic 
Sportsman, owned by the Fleet 
Printing Co., Ltd., and to promote 
the knowledge and practice of Irish 
games and language. 


LABELS ; 


SHOWCARDS . 


DISPLAY 


BROCHURES 


POSTERS 


PACKAGING 
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This design by Stan Krol has been 
used for the March-April front cover 
of Go the holiday and travel maga- 
zine. The cover is in full colour, 
and the issue carries two special long 
features on Ireland and Italy, 
together with articles on Moscow 

and Monte Carlo. 


* * * 


Amalgamated Press Ltd. have 
changed their plans for the cessa- 
tion of publication of Quiver. The 
last issue will now not be that of 
May, as previously announced, but 
of June. 

* * * 


The April 25 issue of Amateur 
Photography will be an outdoor 
number—a buyers’ guide to all 
forms of equipment and accessories. 
The May 9 issue of the journal 
will be a cine buyers’ guide 


Advertising boost 


Reynolds News are launching a 
large advertising campaign to boost 
the serialisation of Father Trevor 
Huddleston’s book “Naught for 
Your Comfort,’ which starts next 
Sunday. Spaces are being taken in 
national dailies, provincial papers, 
and literary wecklies. 

* ” + 

First issue of Temple Press Ltd.'s 
new monthly, Nuclear Engineering, 
will be published on Monday. 

* * * 


The Yorkshire Observer carried 
an eight-page Easter motoring sup- 
plement, strongly supported by car 
dealer, car hire, and accessories 
advertising. 

* 7 a 


On Wednesday, March 21, the 
Isle of Ely & Wisbech Advertiser 
published what is described as the 
largest paper ever to be brought out 
in the area Of 22. broadshect 
pages each of 10 columns, 10 
pages were occupied by the Spring 
Agricultural Review. Now in its 
fourth year, the Review, which 
appears twice, was inserted as a 
20-page tabloid detachable supple- 
ment printed on green paper. Ad- 
vertising support for the Review 
amounted to 72 columns. 

* * * 

The monthly Houseproud, pub- 
lished by the Compendium Publish- 
ing Co. Lid., has ceased publication 
due, said a spokesman of the com- 
pany, to the “difficult times we have 
been going through."’ The last issue 
to appear was that dated January/ 
February 1956. 

¥ * + 

Sporting Record is introducing a 
regular "Sook feature and will 
publish reviews of current books 
on sport 


Aprn 6, 19%5¢ 


We Hear 


Among the first accounts for Mi 
land Public Relations, new firm « 
PR consultants based in Derby, 
that of the Royal Crown Derb 
Porcelain Co., Ltd. 

* * * 

Last in the present series of D 
play Producers and Screen Print 
Association members’ evening mex 
ings in London will take place ne 
Tuesday at the Horse Shoe Hot 
Tottenham Court Road, Londo 
W.1, at 6.30 p.m. “Photography 
Screen Printing and Display” w 
be the subject. 

7 * * 

The Austria Travel Agency h 
appointed R. C. Liebman as 
press officer for 1956, 


£2,250 in prizes 


Prizes totalling £2,250 are to’b 
offered by the Evening News in 
search for the best new “ World 
Strangest Stories.” First prize w 
be £1,000. There will be 11 furthe 
prizes. 


* * 

First four companies to take pa 
in the “British Atomic News” seri« 
of coloured films designed to intr 
duce to overseas governments ar 
others interested in atomic pow 
for peaceful uses, leading Briti 
suppliers are Costain-John Brow 
Lid., the Morgan Crucible Compa: 
Lid., L. M. Van Moppes & So 
(Diamond Tools) Ltd., and Edward 
High Vacuum Ltd. 

* * . 


Bournemouth Corporation financ 
committee has been asked to all 
£13,500 for publicity purposes fc 
1956-57. 

* * * 

George Hart, of Narborougl 
Lincs., a semi-finalist in the New 
Chronicle's recent “Be Your Ow 
Boss” competition, plans to launc 
his own publishing business and als 
to become an industrial publicit 
consultant. 


In the red 


A publicity ball organised by th 
Cleethorpes advertising commiutt 
made no profit, and owe 
£11 6s, 3d. to the Corporation ft 
the loan of decorative plants, 
was Stated at a meeting of th 
Cleethorpes Council. 

o * * 

Latest promotion card issued b 
Associated TeleVision Lid. stat 
that TAM reports that of the fir 
two weeks’ joint commercial tek 
vision-BBC evening audience in th 
Midlands, commercial TV capture 
57 per cent on weekdays and 53 
per cent at the week-end. 

* * * 

A talk on “Advertising as 
Career” was given at George Heriot 
School, Edinburgh, by John Fergus 
managing director, Peter A. Menzic 
(Edinburgh) Ltd., to a gathering « 
senior boys and their parents. 

* * * 


Changes of address: Norma 
Kark Publications Ltd. to Courit 
House, Blackfriars Bridge, Londor 
S.E.1; Walt Disney Organisation t 
68, Pall Mall, S.W.1; Wadhar 
Artists to St. Brides House, Salis 
bury Square, E.C4; J. S. Gile 
advertisement manager, Bulletin d 

Colonie Francaise) to 5 
Ladbroke Grove, W.11 
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up and up 
March go sales 


average weekly net sale 


1,174,758 
February 


average weekly net sale 


1,132,292 


In one month an average weekly increase of 
42,466 copies. With an inch per thousand rate 
of only 1-612d — based on average weekly net sale 
of 1,102,723 — present advertisers are enjoying a bonus of 72,035. 
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will be the 


“The biggest advertising cam- 
paign yet” is how the 1956 schedule 
for Kodak Ltd. is described. Adver- 
tisements for all the popular Kodak 
cameras, film and the new “Colour- 
snap” camera will appear through- 
out the peak season, 


Double-page spread 
for Pure Silvikrin 


A double-page spread in this 
week's issue of Illustrated for Pure 
Silvikrin, the largest space yet taken 
by this advertiser in the magazine, 
is the start of a new campaign 
which will last for the next 12 
months. Other media to be used 
include Picture Post, Everybody's 
John Bull and Woman. Agents are 
London Press Exchange Ltd. 


Sunfresh competition 


A competition for Sunfresh 
orange juice with £1,850 in prizes, 
and cash bonuses for retailers whose 
customers win, will run from April 
20 to May 31. It will be launched 
with a half-page in the Daily Express 
on April 20, and a half-page in the 
Daily Mirror on April 27. Other 
advertisements will follow in the 
Daily Mail, News Chronicle, pro- 
vincial press and trade papers. 
Agents are John Hobson and 
Partners Ltd. 


Kodak’s 1956 advertising campaign 
‘biggest ye’ 


_ Half-pages will appear regularly 
in the Daily Express, Daily Mail, 
Daily Herald and News Chronicle 
and special half-pages in the Daily 
Mirror and Daily Sketch. There 
will also be 11 in. by 7 in. spaces 
in all the main national dailies plus 
large advertisements devoted to one 
popular Kodak camera each. 

John Bull, Illustrated, Picture 
Post and Everybody's will carry 
regular whole-page advertisements, 
and full colour advertisements for 
Kodachrome film and the Colour- 
snap camera will appear in John 
Bull, Ilustrated, Punch, Illustrated 
London News, Country Life and 
Geographical Magazine. 

Other media to be used include 
a full-colour two-minute film to be 
shown in 926 cinemas in Britain, and 
regular spots on all commercial TV 
stations. This year Kodak will also 
use poster advertising on London 
buses and tube trains. Agents are 
S. H. Benson Ltd. 


Crispseal packet 


A new yellow and black “‘crisp- 
seal” packet for Jacob's cream 
crackers will be introduced to the 
public this month with advertise- 
ments in Woman, Woman's Own, 
Illustrated, John Bull, Everybody's. 
Woman's Journal, Reader's Digest 
and the trade press. Service Adver- 
tising Co. Ltd. are the agents. 


Sans for photography 
Times for legibility 
F. & C. for reliability 


FOSH & CROSS LTD 


for LETTERPRESS and OFFSET LITHOGRAPHY, 
DESIGNERS, BINDERS and PROCESS ENGRAVERS 


80-92 MANSELL ST., LONDON, E.1 


Telephone : 
KOYAL 1731 (10 lines) 


Telegrams : 
Printrade, Edo, London 


If you have not received our Holiday Chart will you please let us know? 
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The way to build-up a deg. SPRATT S 


This new three-dimensional roof card for Spratt’s Mixed Ovals is now on 
display in London tube trains. I¢ is printed in seven colours. Agents are 
Dixons West End Advertising Agency Ltd. 


Fina spring and summer drive 


The figure which appears as an 
eskimo in the antifreeze press and 
poster advertising for Fina Petro- 
leum Products will appear as Pan, 
the spirit of nature, for the spring 
and summer petrol campaign. 

Advertisements will appear in 
national dailies, agricultural papers 


and the motoring press. Some full 
pages will be used. Additional 
advertisements for Fina motor oils 
and lubricants will be seen in the 
provincial press. There will also be 
a touring film show which will visit 
agricultural shows all over the 
country. Agents are Downtons Ltd. 


CURRENT ADVERTISING AT A GLANCE 


Accounts 


SYKES MACHINE TOOL CO, 
LTD., for Warren Seymour Co.., 
Lid., from June | 

SHERIDAN MACHINERY CO., 
LTD., manufacturers and distri- 
butors of packaging and book 
binding’ machinery, campaign 
covering packaging, printing, fac- 
tory equipment, fibres, brushes, 
laundry and instrument indus- 
ties; SHERIDAN CROXTED 
LTD., makers of a device for the 
elimination of static electricity, 
campaign for the next 12 months 
covering paper, printing, textile. 
plastic and brush — industries 
Accounts for Havas Ltd., London 

FIAT (ENGLAND) LTD. cam 
paign prepared for both Fiat and 
Simca cars; WASHINGTON 
GROUP OF HOTELS; FMS 
(FARM PRODUCTS) LTD.; 
makers and distributors of pre- 
pared vegetable product “Swel.”’ 
scheme directed at bulk users and 
retail trade is being conducted. 
Accounts for Alan Betts Ltd, 

REGENT BOOKCASE COMPANY 
for Gee Advertising Ltd 

WILKES BERGER ENGINEER- 
ING CO., LTD., for Baron Moss 
Advertising Ltd 

NEWMANS (MIDLANDS) LTD. 
chain store grocers and tea mer- 
chants: CITY POLISHING & 
PLATING (BIRMINGHAM) 
LTD. Accounts for Jack White 
& Associates, Birmingham 

JOCKEY CLUB, advertising for 
Newmarket Racecourse, for Dud- 
ley Turner & Vincent Ltd. 

J. J. RICHARDSON & CO. (EDIN- 
BURGH) LTD., women’s knit- 
—_. for Rex Publicity Service 

td. 

HOUSEMAN & THOMPSON 
LTD., industrial water treatment 
specialists, for Doig Advertising 
Lid., who will also handle press 
and public relations. 

BRISTOL AEROPLANE  CO., 
LTD., for Young & Rubicam Ltd, 

MAIDENFORM BRASSIERES, for 
Downtons Lid. 


Campaigns 


ASSOCIATED TELEVISION 
LTD., using full pages in The 
Times, Financial Times and pro- 
vincial papers. (J. Walter Thomp- 
son Co., Ltd.) 


KODAK LTD., using half-pages 
and 11 in. by 7 in. spaces in 
national dailies, full pages, some 
in colour in illustrated weeklies, 
filmlets, commercial TV spots and 
bus and tube posters. (S. H. Ben 
son Ltd.) 

HELLAWELL SPORTSWEAR 
LTD., using national dailies, pro- 
vincials, trade press, for Hellawell 
sports trousers, and Daily Mirror, 
Sunday Express, women's, home 
interest and trade magazines for 
Stoic boys’ shorts. (Heslock Ltd.. 
Leeds.) 

LEATHER INSTITUTE, using half 
pages in Illustrated, John Bull, 
Woman's Own and Vanity Fair; 
pages in Family Doctor, Mother, 
Mother and Home, Nurser) 
World and Parents; and posters 
on London tube trains. (Allar 
dyce Palmer Ltd.) 

R. S. MURRAY & CO., using spots 
on commercial TV in London and 
Birmingham for Murraymints 
(S. H. Benson Ltd.) 

TIMEX WATCHES, using com- 
mercial TV spots in Birmingham 
(Graham & Gillies Ltd.) 

BRITISH CARPETS PROMO. 
TION COUNCIL, using /Ilus- 
trated, Woman, Radio Times, 
Everybody's, John Bull, Picture 
Post and Woman's Own during 
May. (C. J. Lytle (Advertising) 
Ltd.) 

FINA PETROLEUM PRODUCTS 
LTD., using national dailies. 
motoring and agricultural press 
and provincial papers. (Down 
tons Ltd.) 

SUNFRESH ORANGE JUICE, 
using national dailies, provincials 
and trade press for competition 
announcements. (John Hobson & 
Partners Ltd.) 

CREAMOLA FOOD PRODUCTS 
LTD., using national dailies. 
women’s magazines, Scottish 
papers and trade press for foam 
crystals. (Cavendish Publicity Ser- 
vice Ltd.) 

Ww. & R. JACOB & CO. (LIVER- 
POOL) LTD., using women's 
magazines, national magazines 
and trade press to announce new 
“crispseal” packet for crackers. 
(Service Advertising Co., Ltd.) 

PURE SILVIKRIN, using //lus- 

trated, Picture Post, John Bull, 

Everybody's and Woman. (Lon- 

don Press Exchange Ltd.) 
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Kye appeal... 


foryour product 


...in the pages of 


HEIRESS 


ADVERTISEMENT MANAGER GEORGE H. PHIPPS LUTTERWORTH PERIODICALS 4 BOUVERIE STREET E.C.4 
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Cc. B. McALLAN (ENGINEERS) LIMITED 


HERSHAM FACTORY ESTATE MOLESEY ROAD WALTON-on-THAMES SURREY 
Telephone: WALTON-on-THAMES 3270 Telegrams & Cables: McALLGROUP HERSHAM WALTON-on-THAMES 


Your Ref. Our Ref. DIF/II Date 15th March, 1956. 


Mr. P.J. Fawdry, 
Managing Director, 
Mark Fawdry Ltd., 
Hanover Court, 
Hanover Street, 
London, W.1. 


Dear Mr. Fawdry, 


I am, to say the least, a little shocked at the service 


we get from you - though not in the way I expect you are 
imagining. 


Truly, never before have we had such service as you 
give us from an agency. You seem to be absolutely ‘on the 


ball' and it is a pleasure to feel that your agency is really 
with us. 


My congratulations on your organisation. 


Yours faithfully, 


ya 


Dennis J. Fry. 
for C.B. McAllan (Engineers) Ltd. 


one of the mcallan group of companies 


OImRECTORS DENNIS J. FRY 


ROY DO. HOUSEMAN, F.C A SECRETARY Rm. cc. COLVILLE 


MARK FAWDRY LIMITED - ADVERTISING - MARKETING © PUBLIC RELATIONS 
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MORE NEWS ABOUT PEOPLE jf{[ 


Carlton Artists 
name executive 
directors 


Carlton Artists Ltd. have ap 
pointed three executive directors, 
H. L. Gué, who has been ‘n charge 
of production of the Carltograph 
side of the business since its incep- 
tion Il years ago; A. G. Harris, 
who has been in charge of sales at 
Portman Square since 1951; and 
W. H. Williams, who has been in 
charge of sales of the Carltograph 
department after an initial period 
on the production side. 


* * * 


E. Duncan Lush, the director of 
George Newnes Ltd. and C. Arthur 
Pearson Ltd., responsible for pub- 
lishing, publicity, circulation and 
promotion, has announced the fol- 
lowing new appointments: Ronald 
A. Moyes to be deputy promotion 
director; and Jackson, 
manager of the sales promotion 
department. Mr. Moyes has been 
sales promotion manager for some 
years, and Mr. Jackson was assistant 
manager of the same department. 


* * * 


Buist has retired from the 
editorship of the Fife Free Press 
and the Kirkcaldy Times after an 
association with the publications 
since 1892. When the firm became 
a private limited company in 1920, 
Mr. Buist was appointed manages 
director and editor, positions which 
he held until his retirement. He is 
to continue his association with the 
firm as chairman of directors. Mr. 
Buist is a former president of the 
Scottish Newspaper Proprietors’ 
Association. 

His son, George, and W. B. 
Livingston have been appointed 
joint managing directors of the firm. 

7 * 7 


W. L. Falconar, who joined Pearl 
& Dean (Screen Advertising) Ltd. as 
an account executive last year, was 
married last week to Camellia 

ncourt. Mr. Falconar 1s 
directly descended from Ranulphus. 
the King’s. Falconer in the time of 
Richard Caeur de Lion and Sir 
Alexander Falconer, father of the 
first Lord Falconer of Halkertoun. 


* * * 


John Crisford has joined the 
Metal Box Co, Lid., as an execu- 
tive in the publicity department. 

os * 


The Advertisi 

Society of Ireland 

following council for 

James B: Urish Times), Gordon 
Clark (Montford Publications), 
George S. Childs (Irish Assurance 
Co. Ltd.), Dennis J. Garvey (Janus 
Advertising), James Kane (McCon- 
nell’s Advertising Service), M. 
Kavanagh (/reland’'s Own), William 
G. King (Independent Newspapers), 
J. J. McCann (Radio Review), John 
C. McConnell (McConnell’s Adver- 
tising Service), Michael J. O’Connor 
Urish Times), Brian D. O’Kennedy 
and R. M. O’Hanrahan (O’Kennedy- 
Brindley, Ltd.), J. J. O’Leary (Cahill 
and Co., Ltd.), and George O’Toole 
(Ormond Printing Co.). 

* * * 


New public relations officer to 
Littlewoods Mail Order Stores Ltd 
at their Crosby, Liverpool head- 
quarters, is E. C 


Bill Adams retired last week from 
his position as manager of Hulton 
Press Ltd.’s publishing department, 
which he has held for over 18 years. 
Mr. Adams was an original member 
of the Hulton Press staff. He was 
presented with a pair of silver 
tankards by Malcom Messer (right), 
director of Hulton Press, at a com- 
plimentary luncheon held last week. 
Mr. Adams has been succeeded by 
A. E. Bate, until recently the Hulton 


Press regional manager in the Mid- | 


lands. 
* * * 


B. F. Davis has joined Armstrong- | 


Warden Lid.. as an account execu- 
tive. Mr. Davis, a graduate of 
King’s College, University of Lon- 
don, has, for the past seven years, 
been with Clifford Martin Lid. 


OBITUARY 
R. R. Woodbridge 


Roland Randolph Woodbridge, 
for more than seven years editor of 
the Evening Sentinel, Stoke-on- 
Trent, has died at his home at 
Ashley Heath, near Market Dray- 
ton, after a long illness. He was 54. 

Mr. Woodbridge was eighth in 
the line of editors since the Sentinel 


ADVERTISER'S WEEKLY 


NORTHERN IRELAND’S 
INFLUENTIAL 
NEWSPAPER 


Belfast News-Letter 


Established 1737 


More than a newspaper—an institution 


DONEGALL STREET 
BELFAST 


85 FLEET STREET 
LONDON 


was founded in 1854. A native of | 
Peterborough, he received his early | 
training on the Peterborough Adver- | 


tiser and joined the Evening Sentinel 
in 1921. When E. N. Scott became 
editor he was appointed chief sub- 


editor and, later, became assistant | 


editor. 


He leaves a wife and 10-year-old | 
son. 


F. A. Chivers 


: ration, of 
Frederick Arthur hivers, the 
Association's organiser. Mr. Chivers, 
who was 70, was due to retire in 
a few months. 


Mechanical World 
and ENGINEERING RECORD 


EMMOTT & CO., LTD., 31 KING STREET WEST, MANCHESTER 3 
LONDON OFFICE: 50 TEMPLE CHAMBERS, TEMPLE AVENUE, E C.4. 


For many years before the war he 


was a master printer in the South- 
West London Master Printers Asso- 
ciation, and was honorary secretary 
and president of that association 
from 1934-37. 


When the last war started Mr. | 


Chivers’ business was forced to close 
down, and he joined the LMPA staff 
as Organiser in 194]. 


F. A. Grime 


Frederic A. Grime, chairman of 
The West Lancashire Evening 
Gazette and its associated papers, 
has died. He was 90. The eldest 
son of John Grime, who founded 
the family business nearly 80 years 
ago, he had been connected with 
publishing for over 70 years. 


The | 
“FARMERS? JOURNAL” 


(Official Organ of Ulster Farmers’ 
Union) 


Belfast Office: Enquiries 
} a Tel. Belfast 24397 | te 


London : | 
fice YOUNG & FOGG RUBBER CO. LTD. 
69 Fleet Street, E.CA. Tel. FLE. Strest S453 | YOUNG OF OW IT. LIB 6201 (6 tes) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


JUNIOR 
FASHION 
SKETCHER 


Junior Fashion Sketcher 
(Female), age between 15 and 
Alexon & 
School 
Apply Staff 
Manager, 120, Aldersgate 
Street, E.C.1, or telephone : 
CLErkenwell 1511. 


17, required by 
Company Ltd., Art 


training essential. 


HIGH WAGES for lettering artist of 
proven ability in a studio offering good 
quality work under pleasant condi- 
tions. H. & A. Dix, Ltd., 12, Great 
Newport Street, W.C.2. TEM 1396/7. 

SENIOR ASSISTANT required for the 
Surveys Division of Attwood Statistics 
Limited. Apart from ad hoc surveys, 
this division operates shop audits and 
household panels for marketing tests. 
The person who is appointed will have 
had wide experience of market re- 
search and, in particular, will be able 
to prepare research plans and reports 
Apply, giving full details of age and 
experience, to Surveys Division Mana- 
ger, Attwood Statistics Limited, Chan- 
trey House, Eccleston Street, London, 


54 


CLASSIFIED ADVERTISEMENTS | 


RATES: APPOINTMENTS VACANT, 4s. per lime, 45s. per display panel inch 
APPOINTMENTS WANTED, 3s. 6d. per line, 40s. per display panel inch. All other 
classifications, 4s. 6d. per line, 50s, per display panel inch. Minimum, 3 lines. Box 
No. charge, one line plus Is. covering postage, etc. Series rates on application : all 
advertisements under seven insertions MUST BE PREPAID. Address ‘Advertiser's 

Weekly,’’ 180, Fleet Street, London, E.C.4. WATerloe 3388 (Ex. 25). 


APPOINTMENTS VACANT 


Situations Vacant : “‘The engagement of persons answering these advertisements must 

be made through a Local Office of the Ministry of Labour or a Scheduled Employ- 

ment Age if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 

inclusive ~ * he or she, or the employment, is excepted from the provisions of the 
Notification Vacancies Order 1952."" 


CREATIVE TYPOGRAPHER 
Wanted 


Whose experience and feeling for type is such that he 
can select the faces and create the layout which conveys 
the quality of the product—-whether it is for popular 
appeal or exclusively to a sophisticated market. This is 
not a chance for a learner. We need a man who knows 
the job, and is equally happy working on his own or in 
co-operation with others. Please write stating particulars 
of experience, age and salary required to Art Director, 
John Tait & Partners Ltd., Grand Buildings, Trafalgar 
Square. 


PRODUCTION ASSISTANT /TRACER 


ADVERTISING AND PUBLICITY. 
required by rapidly expanding publi- 


Young executive, 25-30, required for 


cation department of professional W.1 offices of important national ad- 
organisation in Victoria. Considerable vertiser, Must be well-educated, with 
scope for competent tracer prepared to some experience of advertising and 
assist in all phases of periodical pro- public relations Salary according to 
duction qualifications Write in confidence, 
Box 3301 Ad. Weekly 180 Pleet St EC4 giving full details of career. to 


COMPANY specialising in Point of Sale | Box 3274 Ad. Weekly 180 Fieet St EC4 
8) mK d 
is looking for an ambitious young man | YOUNG visualiser/layout man wanted 
Some finished lettering. Small expand- 
ing agency Commencing salary £8 
per week. Good prospects. MUSeum 
|} 1794. Ex. 3 


who is keen to learn this branch of 
publicity, Every assistance will be given 
to help successful applicant to even- 
tually become an account executive. 

Box 3299 Ad. Weekly 180 Fleet St EC4 


through retail outlets. 


age and experience. 


ADVERTISING AND 
SALES PROMOTION ASSISTANT 


required for Sales Department of 
food manufacturer. in London, W.! 


As well as dealing with national advertising with 
our Advertising Agents, the assistant would also 
deal with local promotions, point-of-sale display 
and liaison with sales force. 
should be 25-30, experienced in advertising and 
printing, and should have worked in the Publicity 
Department of a firm distributing consumer goods 


Salary would start around £750-850, according to 


The job is pensionable and 
could have a big future. 


Box 3292 
Advertiser's Weekly 180 Fieet St EC4 


Aprit 6, 1956 


APPOINTMENTS VACANT 


We require 


RISING COPYWRITER 


whose imagination is not baffled 
by technical facts. Some 
previous experience essential. 
Congenial working conditions 
and sound prospects for right 
person. 


Apply in writing stating salary 
to Chief Copywriter, 

J. Peers & Associates Limited 
Summit House, | & 2, 
Langham Place, W.|1. 


ARTIST. Young energetic man required 
for Studio of high quality metal 
printers. Should have experience in 
design and layout of Showcards and 
Wall Plates and be able to produce 
finished Art Work To understudy 
head artist with view to complete 
charge in 2/3 years. Coaching, where 
necessary, will be given Pension 
scheme, S-day week, canteen. Situation 
8 miles South London. Reply, giving 
details, to 
Box 3276 Ad. Weekly 180 Fleet St EC4 


EXPERIENCED Advertisement Repre 


sentative required for weekly fashion 
trade paper. Excellent prospects 


Box 3272 Ad. Weekly 1806 Fieet St EC4 


HADDONS 


want two good men 


Ideally the assistant 


A VISUALISER 


and 


A TYPOGRAPHER 


11-12 


For an interview with the Art Director 
write first to 
THE SECRETARY 


JOHN HADDON 
SALISBURY SQUARE, 


& ©O., LTD. 
LONDON, E.C.4 


Phone your classifieds to 


WAT 3388 (Ex. 25) 
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Aprit 6, 1956 


TECHNICAL 
WRITER 
Advertising Department 


of leading ‘ Automation’ company 
requires young man to collate material 
for press advertising, sales literature, 
exhibitions, editorial publicity, etc. 
Essential qualifications engineering 
background and qualification (H.N.C. : 
B.Sc. (Eng.): A.M.LE.E.: A.M. 
Mech.E.: or equivalent): Matricu- 
lation (or equivalent) : keen interest in 
advertising ability to write good 
English. Products advertised include 
industrial instrumentation, automatic 
controls for heating and air condition- 
ing and precision snap action switches. 
The successful applicant will be en- 
couraged to keep pace with a rapidly 
expanding (American) company. Write 
briefly, giving outline of previous 
career and stating salary required, to 


Advertising M er, 
Brown Ltd, 1 
Perivale, Middlesex. 


Honeywell- 
adsworth Road, 


ARTIST. Ali rounder, cither sex re- 
quired by busy Advertising Agency 
Visuals, lettering, still life Wide 
variety of work. Write fully, including 
salary required 

Box 3158 Ad. Weekly 180 Fleet St EC4 


PRODUCTION CHARGING CLERK 
required by advertising agency Ex- 
perience essential State age and 
salary 


Box 3300 Ad. Weekly 


TECHNICAL ARTIST required with 
ability to produce layout for advertis- 
ing, Also a (first class retoucher 
wanted Bonus and pension schemes 
operating. Write 
Box 3177 Ad. Weekly 


180 Fleet St EC4 


180 Fleet St FC4 
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CLASSIFIED ADVERTISEMENTS | 


Pension Scheme. 


and salary required. 


GENERAL CLERK 


with Costing experience. 
Well-known Outdoor Advertising Contractors. 


Five-day 


Box 3287 


Advertiser's Weekly 180 Fieet St EC4 


Age about 30 years. 


week. State age 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


FASHION ARTIST 


Large scale newspaper Advertiser 
requires Artist who is ambitious to 
produce work that will win fame and 
fortune. To achieve this object we are 
prepared to pay for talent. Details of 
capabilities and past experience to 


Box 3284 
Advertiser's Weekly 180 Fleet St EC4 


FULL TIME AND PERMANENT 
Advertisement Representive is required 
by the publishers of a leading national 
literary monthly. Gencrous salary and 
commission is offered to the man of 
proved ability The staff of the pub- 
lishers are aware of this advertisement 
Box 3302 Ad. Weekly 180 Fleet St EC4 


MAY AND BAKER LTD., Dagenham 
Essex, require an agency experienced 
visualiser and typographer (male) for 
journal advertisements, brochures and 
adaptations 
nical accounts an advantage. Contri- 
butory pension scheme Apply, initi- 
ally in writing, quoting reference No 
24, to the Personnel Officer. 


previous work on tech- 


PROGRESSIVE 
YOUNG 
VISUALISER 


MAN (or Woman) 


With creative originality required 
to work on a wide variety of 
interesting national accounts 
Must be able to execute quick, 
imaginative, visuals and finished 
layouts of a high standard. A 
good knowledge of typography 
essential. 
Apply for appointment to 

Managing Director, 

Frederick Aldridge Limited, 

1, Whitefriars Street, 

London, E.C.4. 

Tet. FLE 8444. 


Gestetner Limited require two 
additional 


ARTISTS 


(male) in their Art Department 
for preparation of technical line 
drawings. Five day week. Can- 
teen and Welfare facilities. Tele- 
phone: TOTtenham 1050 or call 


Personnel Office, Broad Lane, 
Tottenh , London, N.17 


ADVERTISEMENT MANAGER. An 
excellent opportunity exists for the 
right type of man as Advertisement 
Manager of leading motor trade 
journal. Fullest details in confidence, 


to 
Box 3298 Ad. Weekly 180 Fleet St BC4 
IF you seriously consider that you are 
suited to the field of space selling and 
possess the personality and appearance 
essential to the successful representa- 
live——we ask no more, not even pre- 
vious experience As publishers of a 
specialised national monthly we will 
pay generous salary and commission 
to the right man The staff of the 
publishers are aware of this advertise- 


ment 
Box 3303 Ad. Weekly 180 Fleet St EC4 


PRITCHARD WOOD 
require a 
PERSONNEL 
MANAGER 


Knowledge of Advertising an advantage, but 
not absolutely essential. He should, however, 
be experienced in the selection of high-grade 
specialist staff of the more professional type. 


Production and 


Progressing Assistant 


required for Advertising Department 
of large group of companies 


Ability to progress literature, 

showcards, etc., from _ initial 

briefing to final distribution is 
essential. Ability to prepare rough 
visuals is welcomed. Applicants should 
be conversant with all print processes 
and associated with production methods 
and preference would be given to candi- 
date having experience of administrative 
work involved in exhibition and display 
production. Must be willing to fit 
in as a member of a co-operative 
department. Salary (£600/£750) 
according to 


The job calls for a mature judgment of 
men and women and an ability to assess the 
potential value of younger people for 
training in creative and executive jobs. 

We should appreciate from applicants a 
detailed account of their experience and full 
personal particulars, including age and salary 
required. Mark your envelope * Personal ” 
; and address it to “* E.S.D.”, Pritchard Wood 
ee & Partners Ltd, 25 Savile Row, 


Box 3304 London, W.1. 
Advertiser's Weekly 180 Fleet St EC4 | 


Phone your classifieds to 


WAT 3388 (Ex. 25) 
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ADVERTISER'S WEEKLY 


PROINTMENTS VACANT 


Another 
PRODUCTION 
ASSISTANT 
with ambition 


for rapidly expanding 
agency. The appointment 
offers scope to 

someone aged, 

say, 22-26, with practical 
experience of general 
production routine— 
ordering blocks, settings, 
proof reading, adaptations, 
keeping track, etc. Plenty 
to do. 

Please write stating 

age, experience and 
expected commencing 
salary, or ‘phone for 
appointment. 


HOWARD PANTON LTD. 
Kingsway Chambers, 
162a, Strand, W.C.2. 
TEMple Bar 6158. 


CLASSIFIED ADVERTISEMENTS 


Situations Vacant : ‘* The engagement of persons answering these advertisements must 

be made through a Local Office of the Ministry of Labour or a Scheduled Employment 

Agency if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 inclusive 

unless he or she, or the employment, is excepted from the provisions of the 
Notification of Vacancies Order 1952." 


CRANE 
PUBLICITY 


requires Production Assistants— 
previous agency experience pre- 
ferred. Write, or ‘phone for 
appointment : 

CRANE PUBLICITY LIMITED 
Adam House, |, Fitzroy Sq., W.!. 


EUSton 8061. 


OVERSEAS ADVERTISING. 


Expanding London Export Advertising 
Agency has vacancies for 


Two Assistant 
Account Executives 


Essential qualifications are good edu- 
cation and personality, basic advert- 
ising experience, and a genuine desire 
to specialise in overseas advertising. 
Write to 
Box 3275 
Advertiser's Weekly 180 Fleet St EC4 


APRIL 6, 1956 


APPOINTMENTS VACANT 


AN EXPANDING GROUP of commer- 
cial laundries has a vacancy for a 
young man (21-24) to undertake train- 
ing as a Company Publicity Officer and 
as personal assistant to the Company's 
Development Manager. A period of 
three months probation is suggested, 
during which salary will be £10 per 
week, revision to be made at the end 
af this period, thereafter annually. 
Final duties will include Advertising 
layout and copy, Market research, 
Area sales potential analysis, Direct 
Mail, control of a small team of can- 
vassers, and similar promotional activ- 
ities. A Company pension scheme is 
in operation, the position offers inter- 
esting scope for a person prepared to 
start from scratch and build his own 
niche in a go-ahead concern. Written 
applications, with appropriate detail, 
to: Development anager, Spring 
Grove Laundries, Ltd., 179, Spring 

__Grove Road, Isleworth, Middlesex. 

AN experienced young advertising man, 
age 25/30 required by large National 
Advertisers (foodstuffs) in their city 

ice Excellent prospects, pension, 
etc, Write, giving experience and salary 


required. 
Box 3305 Ad. Weekly 180 Fleet St EC4 


A MARKETING CONSULTANT is re- 


uired by a foremost Management 
onsultancy as a result of expanding 
commitments. Applicants will only be 
considered when details are submitted 
of qualifications, training and experi- 
ence, preferably with a background of 
University education, which demon- 
Strate a wide knowledge of marketing 
principles and techniques. An under- 
standing of field research practice, not 
confined to standard market research 
operations, and a record of adminis- 
trative experience in sales office pro- 
cedures and controls, are desirable 
Applications, fully detailed but omit- 
ting original documents, should be sent 
in confidence, to Box 149, R. Ander- 
son and Co., 14 William IV Street, 
London, W.C.2. 


COPYWRITER (woman) required, cap- 


able of producing forceful headlines, 
copy and sound ideas for point of sale 
material in chain store organisation 
Some experience of store or other ad- 
vertising in men, women and children's 
clothing trade essential Work in 
London, 5-day week ; salary £650-£850 

f annum according to experience. 

‘rite, full details, to Personnel Mana- 
o c/o Osborne-Peacock Co., Ltd.. 
a Albemarle Street, W.1. 


EXHIBITION 
DISPLAY 
DESIGNER 


required for the Publicity 
Department of Metropolitan- 
Vickers Electrical Co., Ltd. 
A young man in his early 
twenties required for work on 
the design of Exhibition Stands 
and Displays. Experience of 
this type of work desirable. 

The post, which is permanent 
and pensionable, entails occa- 
sional travelling and working 
away from Trafford Park. 


Apply for Application Form, 

quoting reference ‘ B.5.’, to 
Personnel Manager 
Metropolitan- Vickers 
Electrical Co., Ltd., 

Trafford Park, Manchester 17 


CHIEF CLERK 
required by 
PUBLICITY MANAGER 


Publicity Manager of old-established 
National Advertiser, with offices located 
near Stratford Broadway, London, East, 
requires CHIEF CLERK having some 
advertising experience. The vacancy is 
for an *‘ all-rounder '* who has a sound 
knowledge of the use of English and 
who can write (ana also cictate) fluent 
busi d and who is 


corr P 
good at figures. 
The work will be interesting and 
varied; the vacancy would suit a male 
candidate in the age group 25/35. Past 
experience in connection with adminis- 
tration concerning Signs and Outdoor 
Publicity desirable, but not essential. 
The Company normally operates a 
five-day week, has own Staff Canteen, 
Contributory Pension Scheme. Salary, 
subject to the qualifications of the 
selected Candidate would not, in the 
first instance, exceed £600 p.a. 
Applicants should write, giving 
FULL DETAILS of age, experience and 
salary required to 


Box 393, 
c/o Dixons, 
1/9, Hills Place, London, W.! 


TYPIST REQUIRED, knowledge of 
copy detail and prepared to use own 
initiative on interesting and varied 
accounts. Write, or phone, Stowe and 
Bowden, Ltd., 169 Piccadilly, W.1 
Hyde Park 9681. 


TRAINEE COPYWRITERS, age 23/26, 
required for Sales Promotion Depart- 
ment of a Company manufacturing 
world-famous, branded packaging 
materials Arts graduates preferred 
with some scientific or technical apti- 
tude Must be able to conduct an 
enquiry, collect and elucidate facts, 
present a case and write informatively 
or persuasively as the occasion 
demands. Should be willing to under- 
go intensive training. West End Office 
five-day week, contributory pension 
scheme, luncheon vouchers and bonus 
scheme. Apply by letter quoting Ref 
No. S44. A.W to 
Box 3273 Ad. Weekly 180 Fleet St EC4 


ADVERTISEMENT Representative re- 
quired for technical trade journals 
Good opportunity for a man with 
similar experience Salary, expenses 
and commission. Details in first in- 
stance to 
Box 3283 Ad. Weekly 180 Fleet St EC4 


EXPERIENCED ARTIST 


for good slick lettering on roughs and 
some finished work. Ink, pencil and 
colour work for press and print. Work 
on national accounts. 35-hour week. 
BOX 3293 
Advertiser's Woy 180 Fleet St 


GENERAL 
ARTIST 


A rapidly expanding advertising 
agency would like to hear from 
general artists who are attracted 
by the prospect of working on 
important National accounts. 
Generous salary. Profit sharing 
and pension schemes make the 
job unusually attractive financi- 
ally. Write for interview to the 
Art Director, 
ARTHUR S. DIXON LTD., 
229, High Holborn, W.C.|1. 


ARTIST 


required for leading Pharma- 
ceutical Company at their 
Head Office in Folkestone to 
assist in Studio on general art 
preparation of packaging and 
display work. 

The successful applicant will 
be under 35 and have a good 
knowledge of lettering and 
layout. 

The position, which offers con- 
siderable scope for initiative 
and advancement, is perma- 
nent, and a non-contributory 
Pension Scheme is in opera- 
tion. 

Applicants should apply in 
writing giving age, details of 
previous experience, etc., to 
Personnel Officer, Pfizer Ltd., 
137/139 Sandgate Road, 
Folkestone, and quoting refer- 
ence FE/A/1. 


LARGE OTL COMPANY © requires 
skilled writer for service in London 
Office, preferably with some experience 
in technical journalism, age at least 30 
years, British Nationality, dble read 
French and German at technical level 
This is a post of responsibility involv- 
ing preparing from various sources 
written technical information for dis- 
semination relating to the use of petro 
leum products in a specialised field 
Responsibilities include production of 
regular circulars, technical surveys and 
annual reviews Although technical 
qualifications not essential knowledge 
of Civil Engineering will be an advan- 
tage Salary according to experience 
Pension fund rights. Apply, in writing 
giving full details, to Box ZG 498. 
Deacon's Advertising, 36 Leadenhall 
Street, E.C.3 


GENERAL ARTIST who can produce 


good scraperboard drawings as well 
as wash and colour work is wanted by 
studio handling national accounts Fx- 
cellent salary with prospects offered to 
artist with the necessary experience 
Write or ‘phone for appointment, 
Putnam Studio, 11 Down Street, 
London, W.1. GRO 2585 


Immediate opportunity 
ADVERTISING 
DEPARTMENT 


of leading *‘ Automation’ company 
requires 
YOUNG MAN 


(under 30 years of age) to assist with 
press advertising, public relations, and 
sales promotion. A _ specialist who 
wishes to widen his experience would 
be welcome. Essential qualifications : 
matriculation (or equivalent); ex- 
ceptional intelligence ; ability to write 
precise English; keen interest in 
technological developments; even 
keener interest in advertising tech- 
niques ; creative and administrative 
skill. Products advertised range from 
the most attractive room thermostat 
yet developed to an electronic recorder 
for molten steel temperature measure- 
ment. 


The successful applicant will be 
actively encouraged to keep pace with 
a rapidly expandin; (American) 
company. Write briefly, giving out- 
—_ of ce me pm pe — Stating 
salary required to e anager, 
Honeywell-Brown edn 1 Wedoonts 
Road, Perivale, Middlesex. 


Phone your classifieds 


to WAT 3388 (Ex. 25) 
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APRIL 6, 1956 


TECHNICAL 
WRITER 


The Publicity Department of 
Metropolitan-Vickers Electrical 
Co., Ltd., require an electrical 


engineering writer-editor, especial- 
ly for instruction books. Ability 
in clear presentation essential. 
Some acquaintance with methods 
of preparing subject matter for 
printers is desirable. 


Apply for Application 
quoting reference “A.5” 


Form, 
to:— 
Personnel Manager, 


Metropolitan-Vickers Electrical 
o., Ltd., 


Trafford Park, Manchester 17. 


APPOINTMENTS VACANT 


YOUNG MAN required New Adver- 
tising Department about to be estab- 
lished ust have knowledge press 
layouts, literature Line drawing ex- 
perience essential. Successful applicant 
will be transferred to subsidiary com- 
pany as manager. Commencing salary 
£500-£600 with other allowances 
Box 3280 Ad. Weekly 180 Fleet St EC4 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


WOBURN STUDIOS 
require 


TOP-FLIGHT 


PROCESS COLOUR 
RETOUCHER 


for their Manchester branch, 
fully experienced in high quality 
airbrushing techniques. 
Write : 
WOBURN STUDIOS LTD., 
49/50 WOBURN PLACE, W.C.1 


VOUCHER /INVOICE CLERK required. 
Experience in checking publishers’ 
advertising invoices essential. Good 
at figures and able to work without 
supervision. 5-day week, bonus and 
pension schemes. ‘Phone REG 1081 
and ask for Office Manager, or write 
Stating age, experience, and salary re- 


quired, to S. C. Peacock, Ltd.. 
Maddox House, 215/221 Regent 
Street, W.1. 


TOP FLIGHT 
ARTISTS REQUIRED 


Lettering 
retouching 


First Class Conditions. 


Tel. TER. 1212 (Ex. 15) 
for appointment. 


RETOUCHING 
ARTISTS 


required by 


STUDIO IRWIN 


Experience in colour work an advantage. 
Fine opportunities for the right men. 
Write or telephone Art Director for 
appointment. 
Studio Irwin Led., 
118, Chancery Lane, London, W.C.2. 


Tel: Chancery 4/41. 


EXCELLENT OPPORTUNITY for 
youth, 15-16 years of age with artistic 
ability, to learn every branch of com- 
mercial art in the Studio of a large 
publishing house in London. Write, 
Stating age and qualifications, to: The 
Secretary, Benn Brothers Limited, 154, 
Fleet Street, London, E.C.4. 

LETTERING ARTISTS of several years’ 
experience. Top class work only on 
big national accounts 35-hour week. 


Holiday this year by arrangement. 
Phone: Secretary, HOL 1676. 
SECRETARY wanted by advertising 


manager of a large manufacturing con- 
cern Ideal offices, pension scheme, 
staff restaurant, five-day week 
Phone Leytonstone 3600 for interview 
which can be arranged in the evening 
if mecessary 

STENCIL CUTTER, first-class, for 
Foil and Pro-film. Excellent salary. 
Permanency Apply, N. L. Cowling 
(Chariton) Ltd., Armstrong Gardens, 
Woolwich Road, S.E.7. 


STORE ADVERTISING. 


FALCON STUDIOS of LEEDS have 
room for more first-class artists able 
to cope with a wide variety of inter- 
esting work. A top-line retouching 
artist would be particularly welcome 
Excellent conditions in modern studio 
5-day week, pension and bonus 
scheme. Write or telephone, Mr. 
Hall, Falcon Studios, Ltd., Britannia 
House, Wellington Street, Leeds, 1. 
Tel: 31804. 

Senior Assis- 

tant, with good all-round knowledge 

of production, layout and copy, re- 
quired in busy advertising dept. Quick 


worker Must have retail store ex- 
perience. Apply, Staff Manager. 
Gamages. 101 Hatton Garden, Hol- 
born, E.C.1. 


ARTIST (preferably young lady) with 
2/3 years commercial experience 
wanted by progressive London Agency. 
Good prospects, 5-day week, holiday 
this year. Ideal working conditions 
Ring MUSeum 0221. 


COPYWRITER/EXECUTIVE 
REQUIRED 


A leading London Advertising Agency 
has an opening for a young man who is 
able to write copy and handle work on 


a group of accounts including two 
national advertisers. This is a pro- 
gressive position which provides 


excellent opportunities for a man with 
the right ability. 


Applicants should be under 30, have 
agency experience, and should write 
giving details in full of their career to 


Box 3291 
Advertiser's Weekly 180 Fleet St €C4 


SILK SCREEN 
PRINTER 


The opportunity arises for a young 
and enthusiastic man to start and 
run a small specialised Depart- 
ment with an old-established firm 
in Surrey. Fully competent in 
all branches, including transfers, 
essential. 


Fullest details of experience, age, 
salary expected, in confidence to 


Box 3288 
Advertiser's Weekly 180 Fleet St €C4 


Phone your classifieds 


ADDITIONAL Senior Technical Artist to 
illustrate A.Ps., handbooks on aircraft 
components, etc., required for new, 
expanding a in City advertis- 
ing agency. Telephone CHA 6055 Ext. 
9 for appointment. 

ASSISTANT to Airline Publicity Mana- 
ger Qualifications: Age about 25. 
methodical mind, journalistic and/or 
advertising experience, knowledge of 
French. Also desirable is an interest 
in aviation and photography. Good 
salary and pension scheme Apply. 
giving details of experience and present 
salary, to 
Box 3290 Ad. Weekly 180 Fieet St BC4 

EXPERIENCED Advertising Clerk re- 
quired by large West End Company. 
The position calls for a person with a 
knowledge of advertising practice, and 
capable of dealing with correspond- 
ence Reply, stating age, Ree 
tions, and salary expected, 

Box 3282 Ad. Weekly 180 Fleet St BC4 


GENERAL ARTIST, age about 25 
years, for Studio of large organisation 
handling a variety of consumer pro- 
ducts fork covers point-of-sale, 
leaflets, packaging, display. Ability to 
carry jobs through to finished art stage 
essential. Write, giving age and details 
of experience, to 
Box 3281 Ad. Weekly 180 Fleet St EC4 


A large periodical house offers an inter- 
esting opening to a young salesman as 
an addition to the staff; one with some 
agency experience and/or of selling 
The right man could be appointed 
deputy manager Special interest in 
touring, motoring and hotels advan- 
tageous Salary, commission and ex- 
penses 
Box 3279 Ad. Weekly 180 Fleet St BC4 


INDUSTRIAL (Technical) Organisation 
in London Area requires first class 
Freelance Visualiser for two days a 
week. Write 
Box 3297 Ad. Weekly 180 Fleet St EC4 


APPOINTMENTS WANTED 


“ HAND-PICKED ” SECRETARIES 
available.—The Wigmore Agency, 67 
Wigmore St., W.1. HUNter 9951/2/3. 

YOUNG MAN, ex-minor public school, 
highly trained actor/producer with 
over a year’s experience in T.V./film 
dept. of a national advertising agency, 
wishes to change stable. 

Box 3285 Ad. Weekly 180 Fleet St EC4 

GIRL, 17. secks interesting position with 
Agency in any capacity, not typing. 
Nicole Barnard, 4, Wolsey Crescent, 
Morden, Surrey. DER 5024 

YOUNG ADVERTISING MAN, with 7 
years’ practical knowledge of produc- 
tion, traffic control and assistant 
executive positions, requires post as 
advertising manager or assistant, or 
assistant accounts executive 
Box 3278 Ad. Weekly 180 Fleet St EC4 

EXPORT MARKET INTELLIGENCE. 
Cambridge Economics graduate 
(Honours), ten years concentrated 
economic, statistical and trade re- 
search, publication, export, industrial 
experience requires senior post. 

Box 3309 Ad. Weekly 180 Fleet St BC4 


ACCOMMODATION 


ONE large well-lit room, own entrance. 
Furnished or Unfurnished as required, 
in Fleet Street, E.C.4. Replies to 
Box 3295 Ad. Weekly 180 Fleet St EC4 

LIGHT ROOM AVAILABLE. Ideal 
for group of two or three free-lance 
artists able to take on a certain 
amount of work. Write to Forum Art 
Service Ltd., 144, Southampton Row, 
W.c.l. 


DESK SPACE for 
general or lay-out man 
Holborn area. Write to 
Box 3231 Ad. Weekly 180 Fleet St BC4 


Artist, Designer, 
Cheap rent. 


SALES AND WANTS 


GUILLOTINE (second-hand) required. 
32 in. self clamp, power driven. 
“Goodhale’’ or other make, but if 


other make state approximate weight. 
Box 3286 Ad. Weekly 180 Fleet St BC4 


to WAT 3388 (Ex. 25) 


ADVERTISER'S WEEKLY 


BUSINESS O°PORTUNITIES 


SPEEDY PRINT SERVICE 


for all Advertising and Sales literature. 
Top Quality Black-and-White and 
Colour photo litho. 
GOTHIC PRESS LIMITED 
Euston 5845. 42 Osnaburgh Street 
(Opposite Gt. Portland St. Station) 


ARE Continental or American Manu- 
facturers using mew packs for their 
processed foods; or selling soft drinks 
in differently shaped bottles? You will 
find the answers to these and many 
other questions through ‘‘Advertise- 
ment Parade,."’ which offers cach 
month 1,000 new advertisements from 
those countries. (U.K. covered too) 
Ask for your copy to-day: cost &s 
“‘Advertisement Parade,"’ 62, Oxford 
Street, W.1. MUSeum 9072 

TRADE and Technical Publishers are 
interested in the purchase of periodi- 
cals im the trade, technical or con- 
sumer field. All replies will be treated 
in the strictest confidence. 

Box 3289 Ad. Weekly 180 Fleet St BC4 


PRINTING — Brochures, Catalogues, 
Magazines, Works Newspapers—com- 
plete production, design, blocks and 
despatch. Addressing, franking and 

sting services, Competitive prices 
nquiries, Dumfries and Galloway 
News, 86, High Street, Dumfries (468) 


FREE LANC! 


§} RVICES 


LETTERING AND SCRAPERBOARD 


service offered by first-class studio 
Write for specim 


Box 3306 Ad. Weekly 


180 Fleet St EC 4 
FIRST CLASS FIGURE ARTIST 
seeks commissions 


Box 3115 Ad. Weekly 180 Fleet St EC4 


TY SCRIPT AND IDEAS MAN sceks 
freelance or staff contract. Experienced 
all aspects television 
Box 3296 Ad. Weekly 180 Fleet St EC4 


FREE LANCE ARTIST. 20 years’ 
perience. Exhibition, Display 
general work. Tel. CUN 


FREELANCE Technical Copywriter re- 
quired by Advertising Agency for the 
preparation of literature and adver- 
tisements on organic chemicals and 
plastics. Should have ability to write 
arresting copy on technical subjects in 
a style appreciated by technicians. 
Degree in chemistry and physics essen- 
tial and applicants should have had at 


ex- 
and 


least five years’ writing experience 
Write full details to 
Box 3294 Ad. Weekly 180 Fleet St EC4 


FURNITURE DESIGNER. Experienced 
advertising and catalogue illustrations, 
etc. H. H. ilson, 401, Memorial 
Hall, London, E.C.4. Tel, CENtral 
8857. 


RETOUCHER, freelance, 
ence, seeks new contacts 
Box 3203 Ad. Weekly 180 Fleet St EC4 


VISUALISER. Suggestions, visuals, 
clients’ roughs, etc. Any creative ad- 
vertising. Fully experienced, finest 


West End Agencies. ‘ 
Box 3277 Ad. Weekly 180 Fleet St BC4 


SPECIAL ANNO) CEMENTS 


TO PUBLISHERS, WRITERS 
& ART EDITORS 


A wide series of views of the 
English scene of architecture, 
historic events, transportation 
and industry, of celebrities and 
sporting subjects, can be seen 
in The Times Picture Library 
and are available for repro- 
duction. 


THE TIMES 
Printing House Square, E.C.4 


long experi- 
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PICTORIAL 


PUTS YOU RIGHT 


(DUBLIN) 


THE IRISH PICTURE 


IT’S THE STRONGEST 


HEAD OFFICE 


31 Westmoreland Street 
Dublin 


Telephone 


OF THE WEEKLIES 


76555 


Healthy circulation, long life, 
widespread, even coverage. 


LONDON OFFICE : 
59 Fleet Street, E.C.4 


Telephone: CENiral 4350 
MEMBER OF AUDIT BUREAU OF CIRCULATIONS) 


APRIL 6, 1956 


— STOP PRESS — 


AA Conference 
chairmen 


Chairmen of the six “working 
sessions” at this year’s AA Confer- 
ence (May 9-12) will be: 

“Economise by Increasing Mar- 
keting Efficiency” Paul Addis, 
chairman, UKTPE, Unilever Ltd. : 
“Increase Production with more 
Imaginative Technical Advertising” : 
C. Barwell, general publicity man- 
ager, Mullard Ltd.: “Improve 
Future Efficiency by Training 
Better People Better’: Wm. C 
Thielé, advertising manager, Yard- 
ley Ltd.; “Increase Exports by More 
Skilful Advertising’: C. J. Harri- 
son, director, Horlicks Ltd.; “Re- 
duce Wastage Through Improved 
Media Selection”: A. C. Buck, 
advertising director, Reckitt & 
Colman Ltd.; “Reduce the Cost by 
Sharpening the Edge of Creative 
Advertising” : Philip L. Stobo, S. H. 
Benson Ltd. 


Associated Iliffe Press report all 
their weekly journals are in full 
production this week. In the cases 
of those monthlies affected by the 
dispute, normal production has 
been resumed. National Trade 
Press state that they have not been 
“seriously affected” by the dispute, 
but some journals did take cuts in 
size. These are now back to normal. 


Eight weeks after publication 
ceased the 70-year-old “Warrington 


A £15,000,000 MARKET! 


Nearly every Cinema Proprietor and Manager reads the 
Cinematograph Exhibitors’ Association fortnightly FILM 
REPORT. Copies are sent to the 4,343 members, 
Executives of 97°, of all Cinemas in Great Britain, who 
study it thoroughly and depend upon The FILM 
REPORT?’S assessment of films for their suitability for 
the Cinemas under their control. 


Remembering that annual attendances at Cinemas total 
1,275,000,000 and that average expenditure on confec- 
tionery, cigarettes, soft drinks and similar products is 3d. 
per attendance—a promising £15,000,000 market is open 
to FILM REPORT advertisers. 


The FILM REPORT, the Cinema Managements’ OWN 
publication, is now available to advertisers. Here is a new 
and highly profitable media for firms already supplying 
Cinemas and for others who seek entry into this enormously 
remunerative field. The FILM REPORT is a good 
media for advertising Furniture and Equipment, Soaps 
and Cleansers for CINEMAS. 


Write NOW for specimen copy and rate card to the advertise- 
ment representatives, 

WILLIAM SAMUEL & CO. (LONDON) LTD., 
17 Philpot Lane, E.C.3. Tel. Mansion House 0428 9. 


Printed by St. Clements Press Limited, Portugal Street, 
registered cflices: 


Editorial «nd Sales office: 


Kingsway, 


Advertisement, 


London, 
180 Fleet Street, London, E.C4, Expland (Waterloo 3388). 
Mercury House, 


Examiner” is to resume publication 
with an issue next Friday. Eric 
Bradburn, who is taking over the 
advertisement department, said this 
week: “We are not afraid of 
Friday, the 13th, the credit squeeze, 
or business conditions. The 
‘Examiner’ will go on with confi- 
dence.” 


On May 1 Howard Bass Publica- 
tions Ltd. will produce the first 
issue of new national entertainment 
journal, “Carnival Parade.” Print 
order is 60,000 and rates for single 
insertions are £30 per page and pro 
rata with 10 per cent and 20 
cent series discounts. 
will be bi-monthly. 


Certificate of circulation “on ABC 
lines” to be provided for “Guiana 
Graphic” and “Sunday Graphic” of 
Georgetown, British Guiana, by a 
firm of chartered accountants. New 
London office for both papers at 
150 Fleet Street, EC4, where London 
representative is H. W. Andreae. 


Record revenue 


Express & Star (Wolverhampton) 
Ltd. announce in statement of 
accounts for 1955 that conditions 
of trading company were “‘satis- 
factory.” Ad revenue was record, 
as were net sales. But since the 
start of 1956 conditions had de- 
teriorated. Newsprint raised in price 
by £3 10s. a ton: wages had been 
increased and advertising revenue 
had been lost due to printing dis- 
pute. No appreciable addition to 
newsprint supplies was anticipated, 
and it would not prove possible to 
accommodate more than a small 
volume of extra advertising. Com- 
petition for sales was intensifying. 
W.C.2, for the proprietors, 


109-119 Waterloo Road, 


McDonald Press Group has 
acquired the “Port Glasgow Ex- 
press.” The take-over of the “Ex- 
press” comes only two months after 
the launching of the “Greenock 
Pictorial” by the group, and makes 
a total of six weeklies with a com- 
i advertising rate of 22s. per 
se. 


A British Sales Promotion Asso- 
ciation panel will discuss the effect 
of TV on sales and advertising «at 
au meeting at 8 Hill Street next 
Tuesday evening. 


Newspaper Society published a 
new edition of ““Advertiser’s Aid.” 


John Hobson & Partners Ltd. 
have been admitted as registered 
practitioners by the Institute of 
Practitioners in Advertising. 


J. & H. Cocks Ltd. part of the 
John Delaney Organisation, have 
established own metalwork division, 
for the production of sheet metal- 
work, box signs, letters in all metals, 
display metalwork, and stove 
enamelling. 


1,200,000 viewers 


First exploratory survey, con- 
ducted by Attwoods, revealed that 
in February, three months before 
the opening date, 1,208,000 people 
had sets ready to receive Northern 
region commercial TV programmes. 


Dolan, Davis, Whitcombe & 
Stewart Ltd. to handle important 
new products for the large US phar- 
maceutical and chemical group, 
Cyanamid Products Ltd. (until 
recently known as Lederle). Patrick 
Dolan & Associates Ltd. also to 
work on Cyanamid Products’ PR 
account. 


Joan Taylor, advertising manager 
of Harella, was married last Tues- 
day to Michael Terry. 


Gordon & Gotch Ltd. have been 
appointed agents for the Radio 
ee Development Co., 


Jones & Campbell Ltd. (TOR 
Solid Fuel Appliances); Lambert 
Chemical Co., Ltd. (Listerine): 
David Miln & Co., Ltd. (seedsmen) : 
Wormalds & Walker Ltd. (Dormy 
blankets); Sketchley Ltd. (dyers and 
cleaners); accounts for Leggett 
Nicholson & Partners Ltd. 


For first time three publications 
of the Junior Arts Club—“Science 
Club” (75,000), “News Club” 
(16,000) and “Art Club” (7,000) are 
to accept advertising. Rates based 
on 3s. per sci. All advertising and 
ed handled by Viki Hughes 

t 


Snug, a new plastic denture fit- 
ting, to be marketed in UK by G. T. 
Fulford & Co., Ltd. (of Canada). 
A regional campaign in East Mid- 
lands precedes national advertising. 
Agents are S. C. Peacock Lt 


Next dinner of Women’s Adver- 
tising Club of London will be at 
the Trocadero on Tuesday. Speaker 
will be Admiral Sir Denis Boyd. 
Miss V. A. B. Wright, president, 
will be in the chair. 


Business . Publications Limited, 


London, S.E.1 (Waterloo 3388). 
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